| FOURTEENTH 
ANNUAL DISPLAY REVIEW 


19 3 7¢ 


MARKS THE ADVANCE OF 

















WLS. ITINERANT PROMOTIONS — 


135% increase in the use of WLS itinerant Promotions . . . 1936 over 
1934 ... in leading stores throughout the country tells its own story in 
continuous sales results they procure for retailers. Reserve your spring 
and summer showings ... here are a few of many now being scheduled. 
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TOAST MASTER—Carvings, lighting, action. KIRSCH—Superb display of drapery hardware. 
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MADE DISPLAYS 


The most important function of a window 
display is to get the attention of the pass- 
erby and put over a definite selling mes- 
sage. Thousands of stores are doing this 
daily with dramatic cutouts made with the 
CUTAWL. 

EASY TERMS 


You can get a Cutawl at once and pay 
for it on an Easy Payment Plan. 





Write for details NOW! 
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REGISTER 
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13 S. Throop ‘Street 
Chicago, Ill. 
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Tying=-In With Music 


By GEORGE H. WAGNER 
George B. Peck Company, Kansas City, Mo. 




















With radios in practically every home, 
current musical “hits” no longer take weeks 
to become well known. Let a popular piece 
be played in several programs and its name 
and melody promptly become familiar to 
’most everyone. And when any event or 
song becomes known to that extent, then 
it serves splendidly for a tie-in with display. 

Displays take on an added value through 
the connection; the tremendous amount of 
publicity given the music sheds some of its 
influence on the merchandise. I think that 
peopie like to see an association between 
the articles they buy and something which 
has pleased them. 

The display shown for Celanese formal 
wear used this musical tie-up to good effect 
with the title “Rap Tap in Celanese,” as a 
play on the song, “Rap Tap Tap On Wood.” 
But the display added another tie-up, too— 
the window followed almost exactly a Cel- 
anese advertisement appearing in Vogue. 
The dramatic setting was backed by black 
velvet drops, on which the musical symbols 
and copy were appliqued in white felt. We 
conceived the idea of reviving two discarded 
mannequins and made them stellar attrac- 
tions of the display by treating them to re- 
semble black glass. Lips and eyelashes were 
made of white felt, while wigs were fash- 
ioned from %-inch cotton rope glued to the 
heads. Thus an unusual display was created 
at very little expense. Incidentally, this re- 
juvenation treatment for discarded manne- 
quins is a fine way of putting back into 
service those “Frankensteins” relegated to 
the darkest corners of the fixture room. 

For a blouse display we again used the 
musical theme, this time through a timely 
parody on “Isn’t This a Lovely Day?” The 
. display was entitled, “Isn’t This a Lovely 
TERNOON ‘| ae Way to Have More Clothes For Less Pay?” 
STREET wy 4 Ey ag Blouses were offered as the solution. The 

SPORT a central part of the background was com- 

| h posed of a pastel sketch, against black, of 

Fred Astaire and Ginger Rogers, from 
whose picture the song came. Around the 
sketch was copy reading “One skirt plus 
blouses equals many ensembles.” One short 
skirt for daytime wear was displayed on the 
floor near three blouses suitable for after- 
noon, street, and sport use. A long skirt for 
evening was presented with three evening 
blouses for dinner, cocktail hour, and danc- 
ing. 























































































































































































































Mark Lansburgh 
President, Lansburgh & Brother 
Washington, D. C. 

With the memories of the depression era 
in their minds, displaymen have learned how 
to combine selling appeal with eye appeal in 
a highly commendable manner, so far as win- 
dow displays are concerned. 

For 1937 I believe their job should be to 
take the same principles which they have 
found so highly effective in windows and 
adapt them to the job of interior displays. 
They will find a great need exists for the cor- 
rect merchandising of interior displays and 
that something more is required than a pretty 
background and some colorful signs. 

Let the displaymen of America concentrate 
on this fertile field the next few years and 
they will find their standing in the stores 
they work for increasing by leaps and bounds. 
I have every confidence that displaymen know 
how to do the job, but constant plugging 
and application is sorely needed. 





D. F. Kelly 
President, The Fair, Chicago 


Retail display, for many years an activity 
indulged in for beauty’s sake, has now as- 
sumed its rightful position as an important 
selling aid. No longer is it judged by the 
standards of art alone. It must sell mer- 
chandise. Therefore, retail display should 
take as its keynote for 1937, the aggressive, 
alert attitude of the merchandising and ad- 
vertising divisions—keeping ever in mind that 
its effectiveness as a selling force lies in its 
ability to meet the ever-changing conditions 
quickly and effectively with displays de- 
signed to, and capable of, selling more mer- 
chandise at a profit. 





A. Schindel 
Vice-president, Kresge Department Store, Newark 

Build your displays to sell merchandise! 
Get full value by proper timing and execution, 
for displays will provide the additional sales 
punch necessary to move merchandise in the 
competitive plan of retail selling.today. Make 
every person in your store conscious of the 
job display will do for him. If you do this 
job, the constant ringing of the cash register 
will be the net result—so do it now! 

The future of display is in the hands of 
the top executives who, realizing its ultimate 
value, will realign budgets and authority ac- 
cordingly, thereby giving display directors 
the tools for entrenching their respective 
stores more firmly on the profit side of the 
ledger. 





Sidney R. Baer 
Vice-president, Stix, Baer & Fuller Company 
St. Louis 
Display has always been of the highest 
importance in its effect upon the sale of mer- 
chandise, no matter what its character. This 
is particularly true today, for the moving 
pictures have educated the great American 
public in its appreciation of beauty; they have 
developed in it an understanding of style; 
and lastly, they have inculcated in the public 
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Retailers and 1937 Display 








In evidence of the fact that display 
is being accorded ever increasing 
prominence in merchandising, here are 
expressions from some of the foremost 
retailers in this country. With surveys 
indicating that many retail stores are 
decreasing their newspaper advertis- 
ing appropriations and increasing dis- 
play budgets, these statements have 
added significance. 








a desire for good environment and atmosphere. 

If this premise is so, and I do not think 
anyone would doubt it, then proper display, 
which will enhance the beauty and the style 
of merchandise offered for sale, through the 
creation of suitable atmosphere, will without 
question stimulate greatly its sale. Thereby 
it will increase volume, which is so essential 
today under conditions when the cost of oper- 
ation is becoming proportionately greater 
every day. 

Everyone connected with a store should be 
interested in display, not primarily from the 
standpoint of its technical aspect, but from 
the standpoint of good housekeeping, which is 
part of display and decoration—and an im- 
portant part, at that. 





William H. Hager 
President, Hager & Brother, Inc., Lancaster, Pa. 


With the return of normal business, wide- 
awake retail executives are again showing 
more interest and greater aggressiveness in 
every phase of store publicity. 

The freshening-up and installation of new 
store fixtures, increased advertising linage, 
and, right in step with the same program. 
many installations of entire new store fronts, 
all point to the same interest in publicity 
media. 

In these days of keen competition, it is 
hardly open to argument that the window 
displays of a store, to a large degree, mirror 
the up-to-dateness and attractiveness of the 
inside of the store. And again, there is no 
question, in my opinion, but that the pulling 
power of good windows comes next to news- 
paper publicity. 





B. W. Newell 
Publicity Director, Flint & Kent, Buffalo 


It is my opinion that the year 1937 and 
subsequent years will see a much more highly 
intelligent use of interior and window displays 
from a merchandising and selling standpoint. 
Stores, more than ever before, will recognize 
the fact that display is an important medium 
of selling—a practical, factual medium; one 
into which must be put a feeling of definite 
selling rather than just a spirit of decorative 
design. Stores will use more good signs, and 
by good signs I means signs using intelligent 
selling copy, not just glittering generalities. 

The field cf the displayman will broaden 
more generally into that of interior store 
architect, and the displayman’s scope, in the 
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future, will no doubt include, to a much 
greater degree than it does now, the designing 
and construction of fixtures, shops, and spe- 


cialized selling sections. Display is coming 
to rank on equal terms of importance with 
printed advertising. 





R. F. Kieft 
Publicity Director, Ed Schuster & Co., Inc. 


Milwaukee 


A general feeling of optimism prevails for 
the year of 1937. All indications point to a 
marked increase in sales for the stores which 
do a good promotional job in reaching out for 
this extra volume. 

In our thinking, one of the foremost factors 
of good promotion lies within the function of 
the display department. A well-rounded dis- 
play program for this brighter new year will 
embody the following: 

1. Strengthening the personnel under the 
direction of the store’s display manager; bet- 
ter men and more where needed. 

2. Replacement of old, out-moded fixtures 
and working accessories. 

3. Better education and supervision of mer- 
chandise department personnel who are re- 
sponsible for appearance and maintenance of 
internal departmental displays. 

4. Improved sign cards and merchandise 
presentation by proper supervision emanating 
from the display department. 

5. More advance planning of major events 
which demand special display treatment. Ob- 
viously, the display department that can work 
ahead on planned promotions will give first- 
class thought and execution of the details 
necessary to a finished, better selling job. 





R. H. Rich 
General Sales Director, Rich's, Inc., Atlanta 


Your request for an expression on the sub- 
ject of display is definitely right down our 
alley, since we are even going so far as to 
divert funds from our advertising budget 
toward an improved display operation. 

We have just completed a new apparel 
floor, which cost us over $60,000, complete 
in every detail, and designed by Miss Eleanor 
LeMaire of nation-wide fame. 

Our feeling is that the general presentation 
of merchandise, both as to arrangement, back- 
ground, and display is today a factor in our 
promotional program as important as any 
one single thing. We are expending every 
effort to improve and modernize our presenta- 
tion of merchandise. 

We have recently added a wood shop, a 
carpenter, and a painter to our display depart- 
ment, for the purpose of designing and pre- 
paring special display units throughout the 
store. We are also embarking on a new 
procedure in an effort more definitely to tie-in 
our advertising program with our displays. 
Every advertised item every day is now dis- 
played not only in our windows, but is spot- 
lighted on a platform with the framed ad 
next to it. 

We feel that successful stores that already 
have traffic can cash in more by making their 
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merchandise more attractive to the customers 
who already crowd their aisles daily. This 
field is particularly fertile in that it is neg- 
lected in sO many stores. 





F. M. Mayfield 
President, Scruggs, Vandervoort & Barney 
St. Louis 
The purpose of display—to attract customer 


attention, and consequently sales. 

This is best achieved by simple, direct, but 
subtly dramatic handling of the merchandise 
itself—eliminating all confusing elements— 
and with constantly changing, vibrant, and 
compelling presentations, impressing upon the 
buying public the quality and worth of the 
organization and its stock. In other words, 
creating a desire for possession. 

The future of display is the future of mer- 
chandising—of keeping pace with all phases 
of this fast-moving era with an alert depart- 
ment, skilled in the arts of design, color, 
perspective, and lighting; with imagination 
and with practical merchandising and news 
sense. 





G. R. Schaeffer 
Publicity Manager, Marshall Field & Co., Chicago 


I feel very sure that interesting strides will 
be made in the field of temporary displays 
designed to sell new merchandise, merchandise 
which may need some explanation to the cus- 
tomer. 

The trend in display, it seems to me, is 
toward the sort which catches the attention 
of the customer, projects quickly a brief, 
telling message, shows her vividly the fashion 
merchandise. Such displays are particularly 
valuable in the introduction of new merchan- 
dise which requires explanation. For exam- 
ple, displays of this sort have proved and 
will prove powerful in such different types of 
new merchandise as matching accessories and 
blonde wood furniture. The purpose of these 
displays is to tell the fashion point or idea 
of the merchandise quickly, vividly—to sell 
it by explaining it. 





Walter Sondheim 
Hochschild, Kohn & Co., Raltimore 


With business showing an upturn, mer- 
chants who want to make the best of what is 
likely to be a continuing upward development 
must not forget that the proper use of both 
inside and window displays should supple- 
ment sufficient and suitable advertising. It is 
not enough to bring people into the store with 
newspaper publicity. We must aim to make 
a proper display selling impression on those 
people after they have responded to such 
publicity. 





E. C. Lipman 


General Manager, The H. C. Capwell Company 
Oakland, Calif. 


It seems to us that each year the matter 
of adequate display becomes more important 
in the retail field. 

In our opinion it is highly desirable that 
those in charge of displays work out and plan 
so that the displays have a definite message 
to the customer and become a real help in 
merchandise selling. Too often in the past 


the emphasis has been on the frame rather 
than on the picture. 
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Charles H. Bear, Jr. 
Charles H. Bear & Co., York, Pa. 


Display of merchandise is a form of ad- 
vertising—a very large part of that phase of 
business—and since advertising is intended to 
sell merchandise, display is a tremendously 
important feature of modern store-keeping. 

The one effort and aim in display—both 
interior and window display—is to appeal to 
the public; to catch the public’s eye. Since 
that eye is of all things most critical, most 
fickle, one must be constantly alert to present 
the new, the different, the outstanding. Our 
displays must at all times reflect the changes 
of modern times, to keep abreast of the news- 
papers, the magazines, the motion pictures 
and the radio. 

Display problems are a perpetual source of 
experiment and change. All life is change. 
The buying public changes its interests, its 
desires, its sources of excitement overnight. 
If we appeal to the public in a way to gain 
their response, then we must change with it. 
The way to do this is to keep posted on all 
things modern in the DISPLAY WORLD. 





John C. Watson 
President, John G. Myers Company, Albany 


For greatest results and customer interest 
—windows should be planned to be timely, 
fashion right, and, above all, interesting 
enough to hold the attention of the passing 
person and the shopping public. They should 
always have one dominant note as the theme: 
“to sell merchandise.” 

Display windows that are coordinated with 
the advertising of the store have a double 
pulling power. That is, you can test the in- 
terest of the item very quickly to determine 
its immediate acceptance and its possibilities. 
First fashions displayed in this manner give 
added prestige to any store. 

Windows which are over-stocked (except 
on volume sales days) with excess fixtures, 
flowers, foliage, ornamental accessories, knick- 
knacks, and too-heavy backgrounds, all con- 
tribute to detraction from the merchandise. 

Display windows, like people, should be 
easy to live with. They will make good and 
lasting friends for the store. 





Thomas J. Twentyman 


Advertising Manager, O'Connor, Moffatt & Co. 
San Francisco 


This store considers that display windows 
as well as interior displays are a definite part 
of the institution as well as a prime factor 
in getting business day by day. Moreover, 
at each season, whether it be Christmas, Eas- 
ter, or vacation time, it is the policy of the 
store to express the ideal of the season 
through the windows. We feel that the win- 
dows are the eyes of the store and there- 
fore should be kept bright and fresh. 





Harry Miller 
Proprietor, The Vogue, Chattanooga 

I am of the opinion that good displays are 
far more important even than newspaper ad- 
vertising, although I admit that “good” dis- 
plays are very rare indeed. 

There are altogether too many men who 
pose as display experts who know little or 









nothing about such work and mainly because 
they do not make a study of this work, which 
is in reality a profession in itself. 

The display manager who knows what the 
store is doing or should be doing and who 
displays merchandise so intelligently as to 
make the store’s customers want the mer- 
chandise displayed more than they do their 
dollars, is a man of value to the store. On 
the other hand, the person who merely dis- 
plays merchandise for his own vanity or to 
satisfy his own taste and ambition, does not 
have a real place in any retail organization. 





J. C. Spiess 

President, Joseph Spiess Company, Elgin, Ill. 

We, of course, like most good merchants, 
thoroughly believe in the importance and 
value of window displays. With good at- 
tention-getting value built into them, they are 
undoubtedly the most effective means of store 
advertising. 

Good stores usually have good window dis- 
plays and good windows should properly re- 
flect the character of the store and its mer- 
chandise. With improving business condi- 
tions, more money will be expended for dis- 
play purposes. 





Montana Club Participates 
In Civic Festival 

The Great Falls (Mont.) Display Club, 
with its usual interest in civic affairs, played 
an important role in that city’s annual 
Christmas festival. In addition to handling 
all “Opening Night” arrangements, the club 
silvered seven huge bells used as street inter- 
section decorations, arranged float construc- 
tion, and planned a Mardi Gras costume 
contest. 

John Tonkivich, Strain Brothers, was ap- 
pointed general chairman, assisted by Miss 
Teresa Price, Sullivan’s; Clarence Rowe, 
Berger’s; George Gonyea, The Paris, and 
Rod Gutchess, Ward’s. Wayne Snook, 
Penney’s, was in charge of the home decorat- 
ing committee. 

The following committees were selected to 
assist in the arrangements for the different 
events: Mardi Gras costume contest, chair- 
man, Herb Titter, Titter Studios; Dell John- 
son, The Hub; Miss Hazel McKenna, Les- 
lie’s. Lighting committee: chairman, Leon 
Goodman, The New York Store; Eddie 
Schenck, Ward’s, and Herman Goodman, 
Kaufman’s. Float construction: chairman, 
Clarence Rowe, assisted by all men members 
of the club. Street intersection design, How- 
ard Gemberling, Montana Power Company. 

At the annual election of the club, held 
in October, the following were elected: 
president, Wayne Snook, Penney’s; vice- 
president, Clarence Rowe, Berger’s; treas- 
urer, John Tonkivich, Strain Brothers; sec- 
retary, Miss Bessie Fagenstrom, The Paris; 
historian, Miss Hazel McKenna, Leslie’s; 
local publicity, Mrs. Maud Freebury; na- 
tional publicity, Clarence Rowe. 

New members recently added to the club 
are: Mrs. Leona Frank, Leslie’s; Miss Doris 
Snippen, Flaten’s; Harry Pulver, Duval- 
Wallace Hardware Company; Melvin Allen, 
Hughes’ Apparel Shop; Miss Bessie Fagen- 
strom, Berger Fagenstrom, Ralph Pfeister, 
The Paris. 









One day a rookie asked a famous ball 
player the secret of getting base hits. “Hit 
’em where they ain’t!” was the terse reply. 

That rule applied to display would of 
course refer to impressing passersby through 
“hitting,” or impressing them, through lift- 
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ia Display 


By V. F. McCOLLUM 


Davison-Paxon Company, Atlanta 


ing them out of themselves—by giving them 
a glamorous interlude in their ordinary rou- 
tine. 

When your displays present merchandise 
in settings which closely resemble the actual 
environment in which it will be used, then 
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you are getting down to a strong basic ap- 
peal. If the display stimulates the imagina- 
tion of the beholder by enabling her to 
picture herself in glorified surroundings, 
better still. 

For display sells merchandise in exactly 
the same way that any other advertising 
does—through emotional appeal. The emo- 
tion aroused may be through the appeal to 
pride in being ahead of the throng. Or the 
subject may be one which gently suggests 
that the person inspecting the display emu- 
late others, to ride the crest of the fashion 
wave. Or the display may subtly encourage 
the natural desire of a parent to provide 
for the family or home. Whatever the theme 
of the display, you may be sure that it must 
appeal to the emotions to be successful, 
whether the displayman employs this idea 
consciously or otherwise. 

Carrying this thought a step forward, 
when interior displays back up those pre- 
sented in the windows, both following a defi- 


—In the upper display a small shadow-box 
provided appropriate atmosphere for the 
mannequins. The beach scene was in full 
color, complete in every detail. A pent- 
house was chosen for the setting of the 
other display illustrated on this page— 
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—Simple in the extreme is the display of 

|. Miller shoes, McCollum depending on the 

classic neatness of the window to convey the 
idea of top quality— 


—The bridal display was carried out in a 

color scheme of wine and white. The ab- 

sence of a multitude of detail in the setting 

concentrates the attention on the four 
mannequins— 


—For a display of satin, McCollum draped 

three figures with the material featured and 

posed them before a cocktail bar. The 

latter was done in red, with silver stars and 
black top and base— 


nite continuity program, then display is 
functioning at its best. 

Five Davison-Paxon displays are shown 
with this article as illustrations of how we 
attempt to carry out the idea of making our 
displays glamorous—of making it possible 
for the passerby to place herself in the en- 
vironment pictured. 

The Palm Beach setting in miniature made 
it possible to convey the resort atmosphere 
more thoroughly than would have been pos- 
sible had it been attempted on a larger scale. 
The shadow-box was 2 feet deep, the beach 
and ocean blending into a boardwalk on 
which little figures were seen strolling. 
Small tables with umbrellas and chairs were 
used, people being seated at the tables as 
well as on the hotel terrace. The beach was 
decorated with bathers and cabanas. Exe- 
cuted in full color, this shadow-box scene 
made an excellent background for the four 
figures. 

The corner window display of evening 
gowns depicted a penthouse scene. The 
background proper was done in classic white, 
with a dead-white border with gold stars. 
The headings over the “window,” as well as 
the column at each side, were of fluted dis- 
play paper. Back of the window seat could 
be seen a blow-up of the city at night. It 
was not difficult for those viewing the dis- 
play to catch the feeling of appropriate 
setting. A small shadow-box at each side 
of the window displayed accessories. 

“Glamour” of rather a different nature 
was the thought behind the window of I. 
Miller shoes. Here the impression of high 
quality—“top styling’—was created by the 
simplicity of the display and the manner in 
which the merchandise was arranged. The 
three circles, with inset brown discs, divided 
the window nicely. Yellow backgrounds 
were used inside the circles. Between the 
parallel bands of brown near the top of the 
display were the words “I. Miller—Beauti- 
ful—Shoes,” in yellow lettering. 

Bridal displays are always glamorous to 
any feminine passerby. The window shown 
here had a wine-colored background, white 
floor, steps and columns. The same color 
scheme was carried out in the flowers at the 
left. The maid-of-honor wore wine lace and 
the bridesmaids were clothed in aqua lace 
trimmed in wine. The background was.dar- 
ing, but effective because of its simplicity. 

The final picture is of a display entitled 
“Fashion takes a shine to satin.” Three 
mannequins were posed before a cocktail 
bar decorated with a red front, silver stars, 
and black top and base. The figures were 
draped with the material featured. 
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Glee R. Stocker 
President, |. A. D. M., St. Louis 

As I see it, the biggest job confronting 
displaymen in 1937 is the matter of interior 
displays. There are just as many display 
promotion possibilities within the store as 
there are in window display. About the 
only phase of merchandising in which dis- 
playmen do not participate is the actual sales- 
work at the counter, but interior display will 
help make selling easier and will re-impress 
the customer with the merchandise displayed 
in the window. 

In 1937 the display manager must come 
to think of himself as being a display pro- 
motion manager. He will have to analyze 
his job in terms of display promotion in- 
stead of window dressing. 

Merchandising is that function of retailing 
which has to do with locating goods in the 
markets, getting them into the store, and mak- 
ing them accessible to the customer. Display 
advertising is nothing more or less than pre- 
senting the goods in such a manner as to in- 
fluence favorably and create a desire to buy 
in the minds of the people who could, should, 
or would buy the particular merchandise pre- 
sented. 

Display promotion begins with the mer- 
chandise. Remember that you have a tre- 
mendous advantage over other forms of ad- 
vertising because you have the actual mer- 
chandise itself with which to work. 





Malcolm J. B. Tennent 
Meier & Frank Company, Portland, Ore. 

Here in a few words is my “gospel” of 
display. I could add a lot to it, but there 
is no need—this tells it all: 

“Tout change, rien change.” That will be 
in 1937 and thereafter, as it has been in 1936 
and long before, the history and philosophy 
of display. “Everything changes, nothing 
changes.” Progress, yes; advancements, re- 
finements, novelties if you will—but the fun- 
damentais remain, the cardinal principles are 
fixed. Originate, keep up with or ahead of 
the profession, be modern, but—don’t forget 
the fundamentals; anchor securely to them! 


William Arinow 
The John Shillito Company, Cincinnati 

Here are my—“iilusions,” shall I call them? 
—as recorded for the year 1937: 

The activities in the average display de- 
partment were as follows: Budgets were 
well planned; various display operations were 
organized far enough ahead to give the dis- 
play department a chance to build their in- 
dividual displays 100 per cent right; more 
attention was given to proper fixtures and 
display property, particularly on interior dis- 
plays; the display head had reliable work- 
men in his department and a satisfactory 
hourly schedule was worked out; the dis- 
playmen were paid a decent salary; the dis- 
play department did not have to build a lot 
of home-made fixtures, but was permitted 
to buy the type fixtures needed for the vari- 
ous displays; the firm consulted with the dis- 
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Displaymen and 1937 Display 








A year of prosperity has just been 
concluded, and American displaymen 
turn to 1937 with increased optimism 
and hope. And apparently they are 
justified in expecting great things of 
the new year. Department budgets 
are being expanded and displaymen 
who have proved their worth are being 
given more and more recognition as 
merchandisers. Presented here are the 
opinions of twenty-six displaymen on 
the possibilities of the future. 








play head to get his viewpoint, not only on 
expenditures, but also on departmental lay- 
outs. 

I believe the day has come when the dis- 
play department is given just as important a 
part in their particular work and plans as 
the advertising department. It is now up to 
the displayman to go out and show the firm 
that he can do a really aggressive job. But 
first he must sel] the firm the following: 

1. The display director is not a window 
trimmer. 

2. The director must have the proper type 
displaymen for the various displays. 

3. There must be a regulated budget. 

4. Proper types of fixtures should be 
available. 

The director, on his part, must: 

1. Study the type of fixtures and display 
material, not only as something new but as 
effective to displaying merchandise advan- 
tageously. 

2. Know the merchandise he displays. 

3. Know how to approach the buyers and 
merchandise managers. 

4. Realize the importance of the interior 
of the store. 

5. Be a good mixer in civic activities. 

6. Know how to handle his workmen. 

7. Know when to talk and when to remain 
silent. 

8. Keep in close contact with the adver- 
tising department so he is advised of every 
move of that department for promotions of 
importance to his store. 

9. Be well-read on business and display. 

10. Maintain a close contact with the activi- 
ties of other stores, both local and out of 
town. 

Good men are hard to get. There is, and 
always will be, an opening for a displayman 
who is a real executive. 





George H. Wagner 

George B. Peck Company, Kansas City, Mo. 

It is apparent that we are definitely launched 
in a gay season. Not for years has affluence 
and luxury been so much in evidence as at 
present. Display interprets the situation and 
responds by promoting higher quality mer- 
chandise in a higher type manner. 

Needless to say, we will still merchandise 
our displays in 1937, but the appeal will be 
a little more subtle, a trifle more delicate. 
There will be no compromise with seeking 
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the salient points of the merchandise and 
glorifying them to intrigue the buying public. 
However, higher income and a potential mar- 
ket for the nice things of life will make it 
necessary for us to innovate a sales approach 
different from the sales strategy of the past. 
As alert merchandisers, it will be our duty 
to watch the significant trends of the times 
and have the appeal in our displays reflect 
the ever-changing tastes and whims of the 
consumer; and thus capitalize the highest 
possible percentage of public confidence and 
patronage. 





George W. Westerman 


The Commonwealth & Southern Corporation 
Jackson, Mich. 

When you ask, “What will display do in 
1937 ?”—isn’t this best answered by a second 
question: “How much will merchants in- 
crease appropriations for display?” 

Display is dependent on several things at 
present. Retail business must be reasonably 
sure it is to have freedom of operation, un- 
hampered by outside agencies. Display ad- 
vancement or changes most frequently come 
in the form of store modernization. Few 
display departments are the originators of 
materials or devices that revolutionize display 
trends or design. Therefore, display is large- 
ly dependent on manufacturers of display 
items for its newer ideas. 

If retail business is given the “green light” 
and can be certain there will be no fire truck 
running the “red,” we could predict the great- 
est remodeling program, the greatest increase 
in display budgets and in department salaries 
ever experienced in the retail field. 

Any major progress or change in display 
trends, I believe, is solely a matter of how 
generally optimistic are retail merchants to 
be in the new year. 





E. Engle 
F. & R. Lazarus & Co., Columbus, Ohio 


In my opinion much more emphasis will 
be placed on merchandise presentation during 
the coming year than ever before. It seems 
to be one place where the display department 
can really do a swell job inside the store. 
Very few stores have taken this seriously, 
but the ones that have can point to real 
results. 

I think the window displays for 1937 will 
continue to have the plain and simple type 
of background, with the emphasis always 
on the merchandise. I da not believe that the 
coronation will have any marked influence 
on windows during the coming year as several 
have been led to believe. 





Robert O. Johnson 
Commonwealth Edison Company, Chicago 


In regard to the new developments and 
new prospects for the future in the display 
field, I am glad to say that I think the mer- 
chants in the country are going places for 
no other reason than their new viewpoint on 
excellent window display and interiors. The 
old dirty dingy store front is a thing of the 
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past. The well-lighted neat interiors are the 
displays for 1937. 

I feel that our International Association 
of Display Men and our wide-awake local 
groups are doing a splendid job toward pro- 
moting the results obtained, from correct sell- 
ing displays. I have all the confidence in the 
world that 1937 will be the high point in ef- 
ficiency for window and store display. 





James Styles 

The Hecht Company, Washington, D. C. 

To use a time-worn phrase, “Time marches 
on.” And with it moves display. During 
1937 we will be seeing more of better mer- 
chandise, and this development calls for more 
thoughtfully conceived windows and interiors. 
We will see the use of woods and fabrics 
of richer quality, but lacking in fussy detail. 
Backgrounds must be simple so that they will 
not detract from the effect of the merchandise 
shown before them. 

Now is the time for laying out your bud- 
get requirements for the coming fiscal year, 
so that the plans will be ready when the store 
controller calls for them. Make sure that 
past facts and future plans are well outlined, 
so that you may have more intelligent opera- 
tion in 1937. 





Richard A. Staines 
The Vandever Dry Goods Company, Inc., Tulsa 

How display has changed! So times have 
changed. Today we are in a modern era. Dis- 
plays are more simple, but with a definite 
selling idea. Everything is centered on the 
sales message and the merchandise itself, 
highly dramatized by illustration, lighting, and 
color. 

But what will 1937 bring to us? Will the 
coronation be a great factor in the change of 
display, or the bloody civil war in Spain out- 
shine this pompous ceremony? Surely out 
of these two major happenings will be born 
a new display trend that will revolutionize 
merchandising. Who knows? 

Harry R. Schoenlaub 
The Kroger Grocery & Baking Company 
Cincinnati 

With a definite marked showing of increases 
in business throughout the entire country, I 
believe all displaymen should prepare to bring 
a reasonable percentage of this new busi- 
ness to their respective companies’ retail out- 
lets. 

The displayman becomes the man_ behind 
the “men behind the guns.” He is the one 
who plans the most practical and economical 
method of presenting the merchandise to Mrs. 
Consumer. He automatically becomes a mer- 
chandising counsel if he can show his em- 
ployer that he is not only interested in keep- 
ing up a better front than competition, but in 
helping to sell the merchandise in the most 
profitable manner, as only a display showman 
can present it. 

Frank G. Bingham 
Robertson Brothers, South Bend 

The advancement of display in 1937 will 
depend upon the ability of the individual 
displayman in the retail store to free him- 
elf of the shackles that have kept his de- 
‘artment under the control of men not in- 
erested in its development. 
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Display in retail stores in 1937 will no 
longer have to wear the yoke of subordina- 
tion, and play second fiddle to any promotion 
division, if the displaymen themselves are 
alert to the attitude and respect display has 
gained in the minds of retail executives. 
The opportunities in the display field will 
be numerous, and many changes perhaps 
will be made, if the men making these 
changes will have the foresight and vision 
to demand the things they have been talking 
about for years—budgets, working condi- 
tions, better wages, shorter hours, more 
help, advance plans, and executive respect. 

These things should be discussed in inter- 
viewing for positions instead of just grab- 
bing at straws, discussing nothing but our 
own importance and accepting the first of- 
fer. Salary is not always the most important 
consideration because if your work proves 
efficient increases will come, but efficient 
work can not be accomplished without a 
workable sum and a department fit to work 
in. 

A profession as skilled as display can only 
advance as the displaymen themselves ad- 
vance, and the year ahead will be a year of 
opportunity to those who have done their 
work well. Don’t get discouraged! Don’t 
give up! Fight for display. Display, like 
life itself, is not one battle, but a thousand 
or more. Be a part of display! Resolve 
to join the I. A. D. M., or if you are a 
member, get a new member. Keep getting 
more display-minded. Win as many display 
rounds as you can and take the bad luck like 
a true sportsman. Be a better displayman 
in 1937 by doing better work. 





Joseph Apolinsky 
Loveman, Joseph & Loeb, Birmingham 

I would like to see all display directors 
continue the excellent work done during the 
year 1936. However, due to increased sales 
they will most likely be given larger bud- 
gets for 1937, which should aid materially in 
improving the good work accomplished the 
last year. As a great believer in merchan- 
dise well displayed, I feel every display di- 
rector should be consistent with his work 
throughout the entire year as well as 
throughout his entire battery of show win- 
dows. 


R. J. Marimon 
The Higbee Company, Cleveland 

I suspect that the greatest danger to dis- 
play in 1937 lies in the fact that budgets are 
returning to normal. 

With the depression and reduced budgets, 
we first “cried the blues” and then got down 
to thinking and planning. Now that money 
is getting easier, displays are quite liable 
to be far richer in materials and far poorer 
in sales ability. 

I feel that the plain neo-Classic type of 
background will continue with a lot of at- 
tention being paid to versatility of center 
panels for special attention changes. 

Let us hope that the knowledge and abil- 
ity gained through adversity will not be lost 
through lush living in the coming era of 
soft money. 





L. A. McMullen 
Eastern Outfitting Company, Portland, Ore. 
The youth of today is confronted with a 
complex situation that has everyone of us 








guessing; time alone will bring the answer. 
However, I believe there is only one man 
who is going to see that the youth has a 
future in position, hours, and income, and 
that is President Roosevelt. I have every 
faith in his good, sensible judgment. He is 
in complete sympathy with the younger gen- 
eration of this day. May he have the health 
to carry on. 

My thirty-six years of display work have 
been my life. The last three years have been 
a big setback for all of us, but conditions 
are getting better. Stores will do better 
business; the people will have work, which 
means better pay, better hours, and with 
these things in order no doubt the stores 
will want men that can do things. This will 
mean better hours and better pay. The 
youth is looking forward to these ideal con- 
ditions. 

Every displayman should help the youth 
in the display profession so that he will 
become better equipped to do his work in 
the future. So I say to all displaymen, help 
the youth in this field. 





Harold J. Van Hise 
H. M. Voorhees & Brother, Trenton 


The improved attitude and happy spirit 
reflected by customers make for a new era 
in business. I say “business” because busi- 
ness is a combination of merchandising, dis- 
play and advertising. With a perfect co- 
operation of these three factors and antici- 
pated responsive public relations, I can fore- 
see nothing but a new and exciting field of 
“trading up.” It is then up to business to 
maintain and carry on the standard we have 
every reason to expect. 





Richard P. Lapointe 
John Wanamaker Philadelphia, Inc., Philadelphia 


Retail store business is apparently in ex- 
cellent condition, and display has played a 
large part in aiding this pleasing situation. 
As a result, I anticipate increased display 
appropriations for 1937, with a considerably 
greater percentage of such amounts allotted 
to interior displays and seasonal changes. 





B. J. Alexander 

Fowler, Dick & Walker, Inc., Binghamton, N. Y. 

Things are definitely “looking up.” While 
Dame Prosperity is perhaps a little shy as 
yet, she has, at least, peeked around the cor- 
ner and is giving every indication that she 
intends to be with us once again. 

Wage increases over the entire country 
mean a big boost in retail business. People 
are going to buy more—and better—things. 
Does that mean that we in the display field 
can now enjoy a breathing spell by exerting 
less effort to sell? Not at all. All these 
economic developments mean that we must 
adjust ourselves to new conditions. Let’s 
hope that all these changes will mean in- 
creased budgets and better working condi- 
tions for all displaymen. 





Maurice |. Solomon 
Adler Shoes for Men, New York City 
Display effects for 1937 will in my opinion 
be influenced by the accepted designs for the 
World’s Fair to be held in New York City. 
It will be noted that the curves and lines 
[Continued on page 46] 
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Japanese Display Unites 
Modes of Eastand West 


The justly renowned English author, Rud- 
yard Kipling, wrote: “East is East and West 
is West, and never the twain shall meet.” 
But his poem was about the temperaments 
of the races of the two hemispheres, and not 
about modern window display. 

For East and West do meet in the win- 
dows of the land of Fujiyama. The customs, 
traditions, and costumes of old Nippon are 
seen in one window, flanked by another in 





By CHUZO UEMURA 
Matuzakaya's, Tokyo, Japan 


which the most modern fashions from the 
Occident are on display. But regardless of 
whether the window installation is built 
around East or West, the better Japanese 
display is characterized by minute attention 
to detail, and striking settings. 

Japan having only comparatively recently 
adopted something of the Occidental view- 
point, it is to be expected that display would 
reflect the conflict between the old and the 





new. Also it has been necessary for Japan- 
ese displaymen to select some particular 
style of display to be followed in their daily 
work. As a result, there is a hint of several 
different trends in display to be observed. 

From the Scandinavian countries, notably 
Sweden, has come the bold, modernistic 
layout; from Germany, the meticulous atten- 
tion to the minor aspects of the display; 
from America has come the “stage settings” 
which are so attractive. And Japan has con- 
tributed the inherent artistry which makes. 
our objects of art so treasured. 

An especially striking feature of Japanese 
display is the skillful use of color. The 
naturally colorful costumes of this land (and 
it continues to be necessary for even the 
most modern shop to display them) require 
harmonious colors in the backgrounds. And, 
of course, we as a race love color, as witness. 
the pageants and the beautiful cherry trees, 
grown for their blossoms alone, which are 
so intimately a part of our life. 

Perhaps typical of the queer mixture of 
old and new in Japanese display are the 
examples with this article. 

The first photograph shows a display of 
fall hats, or “Chapeaux D’Automne,” as the 
bold cut-out letters phrase it. Set on an 
angle which immediately attracts the eye 
because of its novelty, Occidental headwear 
is presented for Tokyo purchasers. This 
display shows a definite similarity to the 
type so much in vogue in the countries of 
Denmark, Sweden, and Norway at the pres- 
ent time. It is easily seen that the display 
was not difficult to construct, nor did it 
cost much. The “scroll” effect at the sides. 
was formed by dark cotton rope. The 
background was painted a neutral color to 
assist contrast. 

The butterfly-like costumes of an older 
day are featured in the next display. Three 
Japanese mannequins wore the dainty kimo- 
nas. The background, reminiscent of ancient 
Nipponese water colors, depicted water 
plants in a clear stream through which 
floated iridescent bubbles. Material to be 
made into kimonas was displayed on a min- 
iature fence built of bamboo. The water 
scene was in full color, while the rest of 
the background was painted off-white. 


—Typical of the contrasting examples of 
modern Japanese display are the two pres- 
entations shown on this page. At the top 
is a display of fall hats, the treatment being 
definitely suggestive of the type display in 
vogue in Europe. At the bottom of the 
page is shown a window which has all the 
glamour associated with the idea of Japan— 
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—West and East meet in the display at the 
top of this page, kimona-clad mannequins 
being grouped around modern tubular-steel 
furniture. The geometrical design at the 
rear was over a circle of frosted glass il- 
luminated from behind. . . . The display 
shown in the center represents an entirely 
Western treatment of a display of material 
for men's suits. . . . The final photograph 
shows an institutional display. The photo- 
graph is of Admiral Togo, hero of the 
Japanese navy— 


At the top of page 17 is a photograph of 
a display which illustrates how contrast is 
found in single settings in the display win- 
dows of Tokyo. Three mannequins, clad in 
the customary kimona, take tea from an 
ultra-modern set of chrome-plated, steel- 
tube furniture! In the background can be 
seen a large circle of frosted glass, illumi- 
nated from the rear to bring out the geo- 
metrical decoration on the face of the 
glass. Dark cellophane curtains were hung 
at the right. Another touch of modernism 
is to be seen in the disc and ball arrange- 
ment of the post at the right. 

Another display which represents the in- 
creasing number of Western settings used 
in the East is shown by the central photo- 
graph on this page. The figure of the man 
is clothed exactly as would be a modern 
Japanese business man on his way to the 
office. Attention is concentrated on the dis- 
play by using only one figure. A large imi- 
tation of a magazine is used as a background 
immediately behind the mannequin. Strips 
of suiting material reach from the book to 
two rolls at the left. Note that even the 
spiral binding of the magazine has been car- 
ried out faithfully. Dark cellophane cur- 
tains were used about the sides and back of 
the window. 

Admiral Togo, the hero of the Japanese 
navy, was the subject of the final display. 
While a window of this nature is, of course, 
purely an institutional one, the amount of 
good-will built up is of inestimable value 
to the store. A large photograph of Ad- 
miral Togo was placed squarely in the center 
of the window, well to the front. Behind 
the picture appeared an enormous cut-out 
anchor. The ideographs on the bar of the 
anchor were cutouts extolling the merits of 
the admiral. (Incidentally, Japanese ideo- 
graphs are rather more difficult to cut out 
than are the characters of the English alpha- 
bet!) Similar material of a patriotic theme 
completed the display. 

Nipponese display continues to progress 
as time goes by. But it will be many, many 
years before it ceases to be a continued con- 
trast between the ancient and modern. Truly, 
East and West meet in the display windows 
of Japan. 





Gemberling Speaks 
Over KFBB 

Howard Gemberling, associated with the 
commercial lighting division of the Montana 
Power Company, and a member of the Great 
alls (Mont.) Display Club, recently spoke 
ver KFBB on “New Ways of Christmas 
‘tome Decorating.” 
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W. L. Stensgaard 


President, W. L. Stensgaard & Associates, Inc. 
Chicago 

Merchandise display has developed new 
proportions in relationship to economic wel- 
fare. Because it has reached a more scien- 
tific stage, it is more controllable and since 
its fundamentals are understood and mas- 
tered by more people, it becomes a better 
investment. The future of display is even 
brighter because it serves everything more 
efficiently—yes, even to the point of civic 
improvement as stated by David Lawrence 
on page 6 of the December 5, 1936, issue of 
The Saturday Evening Post: “There is noth- 
ing more interesting in the physical appear- 
ance of our cities than the great improve- 
ment in the shopping districts. There is a 
trend toward the smart and tasteful scheme 
of window decoration, much more spacious 
and better-ventilated interior arrangement of 
stores.” Lawrence made this comment after 
a tour of 20,000 miles visiting cities and 
towns in forty states. 

Col. Clarence O. Sherrill, president, Amer- 
ican Retail Federation, stated in the Decem- 
ber 5 issue of the New York Sun: “Through 
continuous improvement in the quality of 
stores, displays, and merchandise, there is 
being developed a definite trend toward a 
greater appreciation of the beautiful, a 
keener insight into quality, and a wider 
appreciation of the finer things in life.” 

Pronounced recognition of improved dis- 
play has recently evidenced itself from 
most every direction. To me, such recog- 
nition is deserved, but most of all it be- 
comes the forerunner to a rapidly increasing 
recognition for ability and investment by 
which better display is obtainable. 

Men with ability and thorough knowledge 
of merchandise presentation have the oppor- 
tunity of a lifetime, but merely knowing 
display arrangement is not sufficient. A 
thorough knowledge of every phase, includ- 
ing comparative performance by types, man- 
agement of budgets, design showmanship, 
and coordination with all other publicity 
factors are necessary to any substantial dis- 
play success. The commercial and industrial 
world will absorb such talent as rapidly as 
it can be graduated from the school of 
practical experience. 





Henry Jay Stephens 
Stemar Displays Company, Chicago 


American business is on its way—up. That 
fact means great things for the display busi- 
ness of 1937. The inter-dependence of all 
business has been well-proven in the last 
few years—our prosperity is linked with the 
welfare of others. So it is satisfying to see 
all business mounting to prosperity, for dis- 
plays will share in it. 

The Robinson-Patman Act on one hand, 
restricting many sales practices of the past, 
will turn many manufacturers toward adver- 
tising for strength in their competitive posi- 
tion. From the other side, the Revenue Act 
of 1936, Section 14, imposing surtaxes on 
undistributed income, will undoubtedly in- 
spire manufacturers to advertise to build 
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Droducers and 1937 Display 








Frequent mention is made of the 
window display survey, now being 
concluded, in these expressions of 
opinion from the field of display pro- 
duction. There is little doubt but that 
the survey, the results of which will 
be announced soon, will play an im- 
portant part in the 1937 display field. 
Everything considered, the coming 
twelve months should be a banner year 
for those men who produce displays. 








goodwill and brand-strength for the future. 
But the fundamental consideration in the 
welfare of this business is the welfare of all 
business; on that basis we can look forward 
with light hearts and optimistic minds. 





Leslie E. Levi 
President, lvel Corporation, New York City 


In a year when the New Deal sweeps 
forty-six states, when Cupid rocks the 
mighty throne of the British empire, need 
anyone be told that the new, the unusual, the 
radical idea has become the fashion? 

Let the builder of exhibits note the trend 
of the times, let him forsake the paths of 
tradition and venture into untried territory. 
Therein lies success, for no longer does the 
buyer of exhibits shy away from ideas 
simply because they are novel. It’s the busi- 
ness of every designer to strive for new- 
ness, to design for each client something 
different from the last one. In ideas, in 
style, in architecture, the exhibit designer 
must set the pace for the world. 

In my own experience I’ve noted a marked 
change in attitude. Years ago, when offered 
a strikingly arresting design for an exhibit, 
many a buyer would say, in effect: “That 
looks great to me, but, you know, this is 
a conservative old company and I’m sure the 
directors wouldn’t accept anything so radi- 
cal.” But in 1936 I didn’t hear that once— 
so 1937 looks like a good year for exhibit 
men to go radical! 





M. C. Burke 
Kalasign Company, Kalamazoo, Mich. 

To my mind it is rapidly being recognized 
by the more intelligent analysts of merchan- 
dising plans that display advertising at the 
point-of-sale is definitely the focal point of 
all advertising. Many national distributors 
of merchandise spend millions of dollars to 
create consumer acceptance through maga- 
zines, newspapers, radio, and other forms 
of mass advertising—all of them very good 
and very efficient—but give very little 
thought and sometimes less expenditure to 
the material which advertises their product 
right where it first meets the consumer’s 
dollar—namely, the point-of-sale. 

Window displays, counter cards, product 
merchandisers, trade-mark or product iden- 
tity on dealers’ windows, doors or vehicles, 
are all too often bought on the basis of just 
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so many units at the lowest possible cost 
per unit, without due thought being given 
to their relationship to the rest of beneficial 
advertising being carried on by their organi- 
zation. 

Certainly the planning and creation of 
point-of-purchase advertising should be on 
as high a plane as mass advertising. Cer- 
tainly it has its unreplaceable function in 
the complete marketing program. Good 
point-of-sale advertising is the best, most 
economical dollar unit of advertising in- 
vestment that can be made. 





E. H. Burdick 


President, The Diorama Corporation of America 
Chicago 

From all indications, the year 1937 will 
undoubtedly be viewed in the future as a 
milestone in the definite return of pros- 
perity in the United States. Considering the 
resultant step up in production and sales of 
commodities and services, the presentation 
of these items and their successful mer- 
chandising will command more and more at- 
tention by the manufacturer. 

The renaissance in American life, brought 
about by the advent of high-speed transpor- 
tation, radio, improved communication facili- 
ties, motion pictures, and other strong con- 
tributing factors in the moulding of our 
nation, will in itself force the manufacturer 
into improved methods of merchandising, not 
only of his product but of the story behind it. 

National display, in all its forms, will of 
necessity have to embody finer design, 
greater eye appeal, and, in general, a keener 
balance of showmanship if the display is to 
keep in step with the constantly increasing 
appreciation of its basic details by our buy- 
ing public. 





M. D. Penney 


Sales Promotion Manager, The Forbes 
Lithograph Mfg. Company, Boston 


In my opinion, there is one favorable in- 
fluence that will greatly accelerate wide, in- 
telligent use of display advertising in the 
immediate future. I mean the National 
Window Display Research, of the Advertis- 
ing Research Foundation, now in progress. 

The research is being jointly sponsored by 
the Association of National Advertisers, the 
American Association of Advertising Agen- 
cies, and the lithographic and related indus- 
tries, which latter are represented by a 
committee formed of members of the Lithog- 
raphers National Association. John Paver 
is acting as staff director, and Dr. Miller 
McClintock as general technical director; it 
is well known that both these gentlemen 
have played important parts in the develop- 
ment of the Traffic Audit Bureau, Inc. 

It is contemplated that the final, compre- 
hensive report will be issued shortly after 
the first of the year, treating with classifica- 
tion of retail outlets, accurate selection of 
window display space, scientific circulation 
evaluation, and cost per thousand of that 
circulation. Everyone interested in adver- 
tising should give this report careful study. 
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General William Ottmann 


Executive Vice-president, The U. S. Printing & 
Lithograph Company, New York City 

The higher standards of merchandising, 
created through keen competition, have had 
their influence on the type of display now in 
vogue. There is a trend toward finer dis- 
plays to keep pace with improvements in 
modern packaging. 

It is apparent that the advertiser, sensing the 
progress made in the direction of quality 
appeal, and realizing its sales value, is de- 
termined to reflect the same application in 
his sales spot advertising. 

Trade conditions are of a character that 
make point-of-sale appeal the prime element 
in any campaign, and with the steady im- 
provement in design, window display must 
progress accordingly. 

The window display survey now being 
made by the National Research Foundation 
of the A. N. A., of the effectiveness of win- 
dow display as an advertising medium, 
should prove very helpful. This report is 
expected early in 1937. 





Ernest H. Russell 
The Erie Lithographing & Printing Company 
Erie, Pa. 

In a drug store this morning a customer 
walked back to the counter where his small 
purchase was being wrapped, observed a 
display of another product and remarked: 
“That reminds me... ” 


Nothing better illustrates the effectiveness 
of advertising at the point-of-sale. News- 
papers, radio, magazines, posters, all have 
their place in a well-rounded advertising 
campaign. Yet displays furnish the medium 
by which we can reach actual prospects when 
they are in the mood to buy—and where they 
can buy. There is absolutely no waste cir- 
culation. 


But remember—this fact is recognized by 
most manufacturers, and the dealer has 
much material from which to choose. So it 
must be a good display planned by experts 
trained in display advertising. 





C. T. Fairbanks 


President, Edwards & Deutsch Lithographing 
Company, Chicago 

Point-of-sale advertising is unquestionably 
receiving more serious consideration by ad- 
vertisers than ever before. Stimulated by 
the results of market research to determine 
circulation evaluation, they have come to 
realize that dealer help advertising is a very 
vital and important factor in their sales 
campaign—in fact, the final “punch” that 
consummates all of their other advertising 
efforts, 


Advertising trade magazines never before 
carried so many reproductions of new dis- 
Plays being released by prominent adver- 
tisers. More extensive and complete dealer 
help campaigns are being planned and used 
and motion displays are becoming increas- 
ingly popular. 

Judging from this and the demand in our 
Own Creative departments and orders already 
booked for next year, I predict that 1937 will 
be a banner year for the window and store 
display industry. 
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W. Ernest De Coursey 
President, Advertising Displays, Inc. 
Covington, Ky. 


“We want it in motion,” 
The customer said; 

“We've no choice of color 
As long as it’s red. 


“We want full round figures 
That do all but walk; 

And say, could you possibly 
Make them talk? 


“We want them to last us 
For years and for years. 
But the style must be modern 
Or the boss’ll weep tears! 


“We want the best parts used, 
But keep the cost down; 

We want the big chief, sir, 
To smile—not to frown. 


“We want modern treatment— 
But not too severe, 

For once on a time 
We got thrown on our ear. 


“Now you know what we want, 
Can you finish it—say 

By this time tomorrow? 
You’ve nearly a day!” 





H. H. Krueger 


President, Advertising Metal Display Company 
Chicago 

No person would question the absolute 
necessity of considering displays—whether 
counter, window, floor, or the wall variety— 
in the merchandising of nationally adver- 
tised products. 

The number and variety of items that lend 
themselves admirably to this most desirable 
form of advertising—at point-of-sale—is un- 
limited. No longer does the manufacturer 
or seller of displays have to devote a large 
part of his invaluable time to laying an 
educational groundwork. His problem now 
is confined merely to selling the prospect on 
his particular company, or type of display. 

The display business is one of the few 
that have continued to prosper during the 
depression years, and 1937 should top, im- 
measurably, any year we have known pre- 
viously. 





Francis D. Gonda 


Vice-president, Einson-Freeman Co., Inc. 


Long Island City, N. Y. 


Possibly the best indication that window 
and store display is definitely coming into 
its Own as an accepted medium is the fact 
that our own business, which specializes in 
this medium, has surpassed all records of 
nearly thirty-five years—not excepting the 
years when the jig-saw puzzle and comic 
mask crazes added their enormous volume 
to our production. 

Practically without a single exception, 
most of our clients, who constitute a cross- 
section of advertisers of packaged merchan- 
dise in every industry distributing its prod- 
ucts through retail stores, increased their 
budget for displays in 1936. 

From present indications, there will be a 
still further increase in advertising budgets 
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for this purpose in 1937—which is the most 
eloquent tribute that can be paid to the ef- 
fectiveness of this advertising medium. 





T. E. Wiederseim 


Vice-president, Ketterlinus Lithographing Mfg. 
Company, Philadelphia 

Surely the general outlook for business 
next year is encouraging. Business always 
comes back, but not always to the same 
place. We look for increasing sales and 
profits to those who are able to adapt them- 
selves to new conditions, new buying trends, 
new merchandising methods. 

Point-of-sale advertising must of necessity 
play a larger part in the merchandising of 
1937 because the desperate conflict for con- 
sumer attention in the public prints and on 
the air often makes window displays and 
store displays the deciding factors in sales. 

It would seem, for instance, that advertis- 
ers who spend large sums to feature certain 
radio stars would not hesitate to support 
this advertising with proper tie-ups at the 
point-of-sale. 





W. P. York 
President, W. P. York, Inc., Aurora, Ill. 


The national advertiser of today appre- 
ciates more and more the value of his deal- 
ers’ display space and realizes that his 
product and his point-of-sale advertising is 
very actively competing for this valuable 
space with the products and the display ad- 
vertising of his competitors or of suppliers 
of other lines to his dealers. Having this 
in mind he is keenly interested in securing 
advertising displays that not only possess 
unusual attractiveness but are developed 
around sound merchandising ideas. ‘This 
means that the trend each year is toward 
better, individual display units purchased in 
quantities that reach strategic display out- 
lets, even though the quantity purchased is 
smaller than in the old days when so-called 
“dealer helps” were promiscuously distrib- 
uted alike to all types of dealers. Thus, 
indicating a sounder and wiser investment 
in quality instead of quantity. 





E. W. Blackburn 
Assistant Manager, Beck & Wall, Inc., Cleveland 


Up until a few years ago, practically all 
displays consisted of some velvet drapes, a 
couple of wicker chairs, and a fern or two. 
Lettering was done in a more or less skillful 
manner by the local sign painter. Naturally 
such displays, together with the cost of booth 
space, were an out-and-out expense. 

Today conditions have changed. Exhibit- 
ors look to skilled, experienced display cre- 
ators and builders for the most effective 
displays they can get. The outstanding dis- 
play builders of the country include in their 
organizations idea and creative men, experts 
in merchandising, advertising, sales promo- 
tion and publicity, skilled workers in light, 
color, and motion. 

When such an organization creates and 
builds a display it is a foregone conclusion 
that the exhibit will pay its way in greater 
attention value, greater crowds, increased 
business from old customers and new busi- 
ness from many unexpected sources. 

[Continued on page 45] 


14 


DISPLAY WORLD 


January, 1937 


Four Displaymen Show How 
To Increase Shoe Sales 





Not long ago a New York displayman in- 
stalled a window display of feminine foot- 
wear, choosing as his central idea a_back- 
ground on which appeared a caricature of an 
orchestra leader wielding a baton. Dancing 
couples, cut from wall board, and musical 
notes on the background, carried out the fes- 
tive atmosphere. Three cut-out half-circles 
of varying size were placed upright in the 
foreground and the shoes were arranged on 
the curves they formed. But the thing which 
made the window particularly attractive was 
the fact that the shoes were so affixed to the 
half-circles that the passerby had exactly the 
same view of them as would have been the 
case had she been looking at shoes on her 
own feet. 


The displayman who created the display 
had imagination—the ability to get a little 
different slant to his presentation of mer- 
chandise. 

And it is imagination or its lack which 
makes such displays good or mediocre. While 
shoe displays are usually considered difficult, 
many times an apparently unrelated basic 
thought can be developed into a display of 
much power. On the whole, however, the 
type merchandise to be featured will almost 
automatically suggest the form the finished 
display will take. 

Many displaymen have found that devoting 
an entire window to one theme, such as the 
opera, football, racing, or some event of cur- 
rent interest, will prove more effective than a 








miscellaneous display in which various types 
of shoes are on view. Frequently a spot- 
light, centered on one or two pairs of shoes, 
can be used to give added attraction value to 
special features. 

In this article are presented examples of 
men’s footwear displays, each of which ma- 
terially stepped-up sales on the merchandise 
for their respective stores. It is interesting 
to note the technique employed by each dis- 
playman; each window has the same general 
subject, yet the treatments are totally dif- 
ferent. 

Two photographs of displays by Maurice 
I. Solomon, who has charge of display for 
the chain of Adler shoe stores in the East, 
are on page 14. Designed as units of a series 
entitled by Solomon, “Modern Shoe Windows 
of Tomorrow,” they follow a definite theme. 

In the first window Solomon timed the dis- 
play to coincide with the peak of interest in 
the football season. Cleverly superimposed 
on a drawing of a football field, a map of 
the United States was used to show the vari- 
ous sections of the country, with the leading 
teams for each division. Slanting displayers 
held shoes, college banners, and a megaphone. 
The window probably would have been more 
effective if a smaller amount of merchandise 
had been used, since too many objects in a 
display confuse the passerby, who “can not 
see the forest for the trees.” However, this 
window was reported as being very success- 
ful. 

The second display by Solomon was timed 
to take advantage of the opening of the auto- 
mobile show in New York City. After being 
on view all during this event the display was 
moved to Newark, N. J., to another store of 
the Adler chain, to be in use during Newark’s 
auto show. This window, as well as the 
others in the series, has been copyrighted 
through the patent office in Washington. 

V. F. McCollum, Davison-Paxon Company, 
Atlanta, Ga., says of the display shown at the 
top of page 15: “This is my idea of putting 
over a sale of inexpensive shoes.” The dis- 
play is laudable for its simplicity, neatness, 
ease of installation, and low cost. Wall board 
played an important role in the design, being 
used for the cut-out block letters appliqued 
on the background, as well as for most of the 
rest of the display. Such a window presenta- 
tion tells the special sale story in a few words: 


—Two window displays by Maurice I. Solo- 
mon, Adler Shoe Company, New York City, 
are shown on this page. The first tied-in 
with the peak of interest in the foctball 
season. The large map showed the location 
of each major football team in the United 
States and gave other pertinent information 
on the coming games. The second display 
was timed to coincide with the opening of 

New York City's automobile show— 
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—The displays on this page were designed 

by V. F. McCollum, Davison-Paxon Company, 

Atlanta, Ga.; Armand C. Raining, Boyd- 

Richardson's, St. Louis, Mo., and H. T. Mc- 

Mullen, Knight Shoe Company, Portland, 
Oregon— 


what the display is all about, the price of the 
merchandise, and a comparative value. 

Armand C. Raining, in charge of display 
for Boyd-Richardson’s, St. Louis, Mo., be- 
lieves that ideas for displays are found in the 
most unexpected sources. For example, the 
clever arrangement he has given the shoes in 
the center photograph on page 15 is the result 
of a photograph of a race track, with “rail- 
birds” perched on the fence around the in- 
field. Except for the “fence” and the two 
plats of grass, no other display properties 
were used. Each pair of shoes was priced, 
while a pen-and-ink window card called at- 
tention to the “Celebrated Pledgeworths” on 
view. 

The final photograph shown is of a very 
distinctive display created for the Knight 
Shoe Company, Portland, Ore, by H. T. 
McMullen. The entire background was cov- 
ered in white material, banded by gold mould- 
ing spaced 2 feet apart. Three plateaus were 
used for the main display of shoes, those on 
the end having ornamental box lamps lighted 
from within. The center plateau held the 
large panel. The complete display was done 
in gold and white, with amber lighting. This 
window was honored by being awarded second 
prize in the shoe store division display con- 
test held in connection with Portland’s big 
annual fall opening. The attractiveness and 
sales value of the window are apparent at a 
glance. 





William Wright Joins 
David's, Inc. 

William Wright has accepted a position 
as display manager for David's, Inc., Mos- 
cow, Idaho. Wright was formerly with The 
Paris, Great Falls, Mont. 
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The Secret of Color Lighting 


Westinghouse Lamp Company, Bloomfield, N. J. 


In the December issue of DISPLAY 
WORLD I discussed the equipment neces- 
sary for good color lighting. In this article 
I propose to take up the principles which 
should be followed in the use of colored 
light for display purposes. 


1. Consider your window as a stage with 
your merchandise as the star of the play. 


2. In order that your audience will be 
impressed not with the beauty of your scene 
but with the beauty and desirability of your 
star, use your backgrounds, decorations, and 
lighting merely to create the proper atmos- 
phere for your star. 


3. Lighting must not become the dominat- 
ing attraction in the window, unless the 
purpose of your window is merely to attract 
attention. In that case, don’t bother with 
lighting—get some of those monkeys and 
turn your windows into a pet shop. 


4. Build up any abstract or concrete effect 
with colored lighting on the backgrounds of 
your windows, but remember the acting 
areas must also be individually lighted, so 
that the star (merchandise) is always visible 
in “her” true colors to the audience, your 
potential customers. 


5. With higher intensities of illumination 
in windows today, it is possible that the in- 
tense white light on the merchandise may 
appear to “wash out” some of its true color 
value. If a small amount of light of the 
same color as the merchandise is added, the 
effect will be to intensify the color and 
“tone” it up without distortion. For in- 
stance, suppose pink lingerie is flooded with 
white light, it will appear “faded” in color 
if a small amount of red or pink light is 
not added to “tone” the white light. Tinted 
colored gelatins on the spot or floodlights, or 
even on the regular window lights, will pro- 
duce this effect very easily. Light “toning” 
of a window gives it beauty and enhances 
merchandise on display. 


6. Acting areas should be lighted with 
white or tinted light only, confining this 
light as nearly as possible to the area, and 
preventing it from reaching the background 
as much as possible. Spotlights do this 
even in shallow windows. 


7. Don’t forget the importance of contrast 
between merchandise and background. If 
your window is flooded with red light and 
you are very careful to use a white spot- 
light on a red dress, that dress will still be 
in the “shade,” figuratively speaking, because 
of the absence of contrast with the rest of the 
window. If the dress is green, that’s another 
story. Such strong contrasts are unneces- 
sary, however, and the good taste of the de- 
signer must be relied upon in such cases. 


8. Don’t flood your windows with one 
color of light only; the effect without ex- 
ception is unattractive and obscuring. Colors 
in that window will be destroyed or falsified 
in accordance with the accompanying table. 


9. In planning your windows, take a tip 
from nature in selecting your color lighting. 
Rarely, if ever, do extremely strong colors 
appear in nature. Soft tints frequently do, 
to wit, the pink of the dawn, the yellow of 
sunlight, the blue-gray of a cloudy day or 
in shadows, and the deep orange of the sun- 
set. Lighting objects from above gives them 
a more “natural” appearance, especially if 
the light emanates from each side along the 
diagonals of an imaginary cube. Taking 
another tip from nature, if we go a step 
further and light from one side in a warm 
color such as straw, yellow, amber, or even 
untinted light from Mazda lamps, and from 
the other in cool colors, such as steel blue, 
light blue, or surprise pink, even the most 
“waxy” of models will appear almost nat- 
ural. Follow this practice of lighting the 
shadows produced by one spotlight with a 
contrasting color from another. The win- 
dow then takes on proportion and form, and 
added naturalness. Beams of colored light 
crossing in a window do not interfere with 
one another. Each continues its way un- 
altered in color or intensity. This is fre- 
quently a matter of question to decorators, 
but is readily demonstrated by experience, 
and is equally readily explainable by the 
wave theory of light which we discussed 
earlier. 


10. A recent vogue is to install a series 
of automatically changing colors in win- 
dows. Like all such innovations, more often 
than not they are a detriment to the dis- 
play. Such was the case in a window display 
of linoleum which chanced to come under 
our observance. Linoleum of every color 


was displayed. It was lighted by a single 
spotlight. A color wheel, containing red, 
blue, and green screens, was revolved in 
front of the spotlight. First the linoleum 
appeared red and gray, then blue and gray, 
and so on. At no time did it appear in its 
true colors, which the manufacturer adver- 
tises so highly and makes such a point of in 
the sales story. The changing color in the 
window may have attracted attention, but it 
couldn’t have sold linoleum which looked as 
unattractive as grandmother’s gray flannel 
petticoat on a July day. By all means use 
changing colors in your windows if you 
wish, but remember the acting areas and 
keep them well lighted and in their true 
colors. 

11. Many windows may not have facilities 
for special color lighting effects. But the 
gelatin screens which will fasten over your 
standard window reflectors will give a wide 
variety of treatment. Red, blue, and green 
light when properly mixed, will produce 
white light, or any color of the rainbow. 
These three colors, plus amber, or white 
light, will intensify the colors in your back- 
grounds and merchandise. This gives more 
life and sparkle to your window and does 
not destroy color values such as happens 
when windows are flooded with only one or 
two colors. 

12. Don’t forget, though, that color screens 
absorb light and that brightness is also 
necessary if your windows are to attract 
their share of attention. Even though color 
in windows does make up in part for the 
reduction in brightness, so far as attraction 
is concerned, there is still a limit, and you 








Color Actual Color Apparent Color of 
of Light of Objects Objects 

Red Black Purple-Black 

Red White Red 

Red Red Redder 

Red Orange Redder Orange 

Red Yellow Orange 

Red Dark Green Red-Black 

Red Light Green Reddish-Gray 

Red Light Blue _— Violet 

Red Violet Purple 

Amber’ Black Brown-Black 

Amber White Amber 

Amber Orange Yellow-Orange 

Amber’ Red Dark Orange 

Amber Yellow Light Amber 

Amber Green Brown-Green 

Amber Dark Blue Gray 

Amber Light Blue Light Gray 

Amber Violet Maroon 


COLOR LIGHTING GUIDE 





Color Actual Color Apparent Color of 
of Light of Objects Objects 

Green Black Greenish-Brown 

Green White Green 

Green Green More Brilliant 

Green Red Brown 

Green Orange Yellow 

Green Indigo Dull Green 

Green Violet Bluish Green-Brown 


Blue Black Blue-Black 
Blue White Blue 


Blue Blue More Vivid 

Blue Red Violet 

Blue Orange Brown 

Blue Yellow Green 

Blue Green Bluish Green 
Blue Indigo Dark Blue Indigo 


Blue Violet Dark Blue Violet 











This table is one to keep handy, for it helps you to predict before-hand how the 
pigments in your backgrounds and merchandise will appear under colored light. 
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really should not exceed it. Color lighting 
naturally calls for increased wattages. 
Double the wattage for blue screens. Add 
about 50 per cent more watts for red and 
green. Yellow and amber require no addi- 
tional wattage. 

13. Naturally, the use of colored light 
does not exempt the designer from any of 
the principles of good design or good light- 
ing. Bare lamps in view are still unsightly 
and glaring, regardless of the color. Spotty 
colors in the illumination and hideous shad- 
ows mar the most interesting of backgrounds 
and practically ruin otherwise good win- 
lows. Remember and follow all the prin- 
iples of color lighting and the results in 
our windows will be gratifying beyond 
xpectation. 

These thirteen points, or rather, hints on 
ie use of colored light in display are noth- 
ig more than guide posts along the way. 
\s such they may be of use in solving many 

the individual problems which confront 
«very displayman and which can not be dealt 
vith specifically in a general discussion on 
the subject. After all, colored lighting, in 
the final analysis, is nothing more than an- 
other display material to be used as in- 
geniously and with as good taste as other 
materials which go into the make-up of 
every good display. 

Merchandising tricks that would leave an 
unethical taste in the mouths of customers 
are obviously unwise. But a bit of lighting 
legerdemain is certainly in order if its only 
misdemeanor is to attract more observers to 
the show window. 

Especially handsome effects have been 
obtained by flooding the backgrounds of 
windows from circuits of different colored 
lights especially designed for this purpose 
and arranged on automatic dimmers. The 
gradual change through all the colors of the 
rainbow adds beauty, interest, and perhaps 
dignity to a window. 

Backgrounds in such windows offer a 
variety of treatment. Plain gray surfaces, 
or multi-colored, are permissible. Flat sur- 
faces strike a note of simplicity, but plastic 
decorations throw interesting colored shad- 
ows or high-lights. Glass backgrounds of 
glass bricks, structural glass forms, or plain 
opal glass, introduce a modern effect. 


One of the most interesting of window 
backgrounds was essentially nothing more 
than a sand-blasted sheet of diffusing glass 
with colored lights behind. Silhouettes, sug- 
gestive of the merchandise on display, were 
placed against these glass backgrounds. 
They were changed each day or week, as the 
merchandise changed. Such windows are 
easy to construct. All that is needed are 
lamps of different colors, with or without 
individual reflectors, to light white surfaces 
back of the glass elements. The lamps must 
be placed so that they are not visible through 
the glass from the street. 


Adding lighted elements on backgrounds 
has really become so commonplace that they 
can hardly be classified as “tricks.” With 
glass manufacturers announcing more archi- 
tectural glass material, including sculptured 
glass forms and plaques, the alert window 
designer will find these a novel adjunct to 
the decoration of his windows, enhancing 
their effectiveness by day or night. 
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Then too, there are extremely interesting 
effects to be created by using black light, 
those ultra-violet rays which are invisible 
to the human eye. The chief drawback to 
this practice in present-day windows is the 
necessity for dark surroundings. Since that 
is rarely ever possible, we can dismiss this 
subject without further discussion. Until 
such time as strong ultra-violet generators 
and more vivid luminescent and fluorescent 
paints are available, “black” light effects 
must be thought of as a future possibility, 
rather than as a form of present-day win- 
dow decoration. 


Moving lighting effects, such as waving 
water, cloud effects, and even rain effects, 
can be used in windows by the continuous 
projection of films in special equipment. The 
equipment, however, is large and costly, and 
as a rule suitable only for the large win- 
dow; moreover, the effects are rarely visible 
or entertaining in the day time. 


When considering lighting legerdemain in 
your window, stop to consider these ques- 
tions. Does it enhance the appearance of 
the merchandise? Does it attract attention 
to the objects displayed? Is it good aesthet- 
ically? If the answer is “no” to any one of 
these questions, then think of another way. 


After all, the most beautiful, entertaining, 
and selling window is not one that startles 
spectators or appeals to their mechanical in- 
stincts or curiosity, but one that builds an 
interesting and dramatic background or set- 
ting for the merchandise on display in the 
brightly lighted “acting areas” of the win- 
dows. Often a subtle touch of color back 
of this column, in that niche, or behind those 
glass bricks, is more expressive and dramatic 
than a window deluged with light of every 
color of the rainbow. Use just as good taste 
in colored lighting as in combining colored 
pigments—which advice is really the only 
instruction any displayman needs to make 
him a past-master in the art of colored 
window lighting. 





Fortune Gives Ten Pages 
To Display Article 

“Window display . . . nee window trim- 
ming, was a hideous baby, a grotesquely 
angular child, a depression debutante. To- 
day, proud of her new name, she has chic, 
cunning, a strong sense of purpose—and 
people usually look twice at her as they go 
by.” So begins a ten-page article on retail 
window display in the January issue of 
Fortune. Aside from one or two inaccura- 
cies, such as the statement that the average 
person passes the average window in eleven 
seconds, the article is an excellent summary 
of the history of display, its present, and 
probable future. This latter is expressed in 
the statement: “If a guess may be made, it 
is that the future of display lies in applying 
more psychology, not more ‘art.’ People’s 
eyes should goggle less, their mouths should 
water more.” 

Beginning with a discussion of display 
during the “dark ages” of twenty-five years 
ago, the writer traces the progress made 
after the war, through modernistic to mod- 
ern. “The depression,” he says, “helped the 
art by making it more ingenious and flexible 
than it ever had been before.” 

“If there is one fixed canon for creating 
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good show windows today, it is that they 
be functional. Backgrounds, props, lighting 
are not ornaments; they must relate to the 
merchandise and point it up. At their best 
they will transform it from its place in a 
show window to its place in the window 
gazer’s life—or, even better, in his dream 
life. . . . Good windows are always drama- 
tized by following the lead of the merchan- 
dise itself.” 

The concluding portion of the article deals 
with personnel, salaries, and the like. “A 
display manager in a large store that puts 
special emphasis on its windows may draw 
a salary as high as $12,000 or $15,000 a 
year.” 

In summing up, “Window display has 
reached the point today where it does not 
lag too noticeably behind such cousins (some 
of them distant ones) as advertising, stage 
design, poster work, photography. . . . It 
has regretfully realized that it is not one 
of the fine arts, that it can sell beach 
pajamas much faster by displaying them 
next to a pitcher of iced lemonade than next 
to a reproduction of the Taj Mahal... 
Most display experts, speaking without 
chauvinism and after making trips abroad 
to bring away whatever might prove serv- 
iceable to them, insist that the future of 
display does not lie with Europe. Europe 
(at any rate Scandinavia and Germany) has 
a far more developed sense of design and 
layout; but far less feeling for the message 
of the merchandise itself and far less in- 
stinct for knowing how to hit the prospec- 
tive customer between the eyes.” 

All in all, the article is an excellent pres- 
entation, to the general business field, of 
the value of display; although those familiar 
with the excellent displays being used by 
stores all over the country—even in many of 
the smaller cities—will question the state- 
ment that “So far only New York at its 
best and a few exceptions throughout the 
rest of the country, like Kaufmann’s in Pitts- 
burgh and Bullock Wilshire in Los Angeles, 
have reduced window display to a science 
while raising it to an art.” It seems queer 
that the writer did not also make reference 
to the excellence of display as found in Kan- 
sas City, Mo.; Chicago, Portland, Ore.; 
Washington, D. C.; Dallas, Miami, Rich- 
mond, St. Louis, and dozens and dozens of 
other cities which are contributing much to 
the increasingly better technique of display. 





Whitelam Wins First Prize 
In Shoe Fair Contest 

F. E. Whitelam, R. H. Fyfe & Co., Detroit, 
Mich., was adjudged winner of first prize in 
the window display contest for cities of 100,- 
000 and over at the National Shoe Fair held 
in Chicago recently. For cities under the 
100,000 mark in population, first prize was 
won by B. J. Alexander, Fowler, Dick & 
Walker, Inc., Binghamton, N. Y. A large 
number of entries was received for the con- 
test this year, the interest being stimulated 
by the offer of cash awards instead of cups. 

Honorable mention in the contest was won 
by W. E. Day, Turrell’s, Seattle, and C. M. 
Shrider, A. E. Starr Company, Zanesville, 
Ohio. The judges were Robert O. Johnson, 
Commonwealth Edison Company; Sam Pisir, 
O’Connor & Goldberg, and Leo Levy, Wol- 
ock & Bauer, all of Chicago. 
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So Does Display 


There is not a single doubt in my mind 
but that window display in the last three 
years has come into a position of greater 
prominence than ever before in the history 
of retailing. Windows “sell” more goods 
today than they have ever done. Further- 
more, merchants are depending on display to 
a much greater extent than in the past. Dis- 
play budgets are being “upped,” while in 
most instances the same can not be said of 
appropriations for other forms of publicity. 

As a matter of fact, a survey by the 
National Retail Dry Goods Association 
would indicate that many stores in the past 





By RICHARD A. STAINES 
Vandever Dry Goods Company, Tulsa 


have been spending too much on other forms 
of advertising in proportion to the volume 
of business done annually. When the per- 
centage of total publicity expenditure ex- 
ceeds 4 to 4% per cent of the annual sales, 
then the cost is excessive, net profits de- 
crease, and it is time to make an analysis of 
departmental percentages of profit as com- 
pared to departmental percentages of adver- 
tising cost. 

Display, with its relative inexpensiveness 
and its ability to transform sidewalk traffic 
into active business, is the logical answer 
to this problem of what to do about exces- 


sive publicity costs. In many cases it is 
possible materially to decrease appropria- 
tions for other forms of advertising, and, by 
slightly raising the amount set aside for dis- 
play, to step up sales and still hold publicity 
expenditures considerably below their former 
level. 

After all, the customers are continually 
passing right in front of the store. They 
are at the point-of-sale where the merchan- 
dise can exert its own appeal, carefully 
augmented by good display treatment. If it 
has been dramatized to the point of creating 
desire of possession, then a situation has 
been built up which is a very vital step to- 
ward making a sale. 

Progressive merchants who are realizing 
the increasing importance of display are let- 
ting their displaymen go forward with their 
display ideas—always provided, of course, 
that the displayman has demonstrated his 
ability as a merchandising executive. Dis- 
play budgets are no longer trimmed and 
pared until they are mere skeletons of what 
they should be. The results are what count. 

And with this steadily growing apprecia- 
tion of the selling power of display there has 
come about a better display technique. The 
displayman of today, in planning his win- 
dows and interiors, is very careful of the 
backgrounds and fixtures used. Simplicity 
is the keynote. Color and lighting are rec- 
ognized as powerful influences on the fin- 
ished appearance of the setting. 

The photographs with this article show 
clearly how easy it is to obtain dramatic 
effects at little cost. The backgrounds are 
all similar in construction—simple, yet very 
modern. They were covered with bone-white 
leatherette. Chromium moulding was used 
for the frames, which were indirectly lighted. 
The pillars, simulations of fluted columns, 
were made of heavy paper and painted off- 
white. These were placed on top of leather- 
ette covered drums with frosted glass tops, 
illuminated from within for a soft and 
pleasing lighting effect. 

In the evening wear display we see two 
photographs of the same setting. The first 
shows the display by daylight, while the sec- 
ond picture was made at night. Notice how 
dramatic are the highlights and shadows on 

[Continued on page 34] 


—The two photographs at the left illustrate 
the dramatic effects obtained by Staines 
through novel lighting. The diffused light, 
although concentrated on the background, 
still permits an inspection of the merchan- 
dise. The resulting display has a distinct 
resemblance to the striking "shadow" photo- 
graphs used in Vogue. The pillars, made of 
heavy display paper, were painted off-white 
and mounted on — covered with frosted 
glass— 
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Frederick L. Wertz 


President, Window Advertising, Inc. 
New York City 


I believe the year 1937 will show a definite 
“settling down” in the window display field. 

Advertisers will pay more attention to se- 
curing better copy—that is, better display 
material—and less attention to seeing how 
cheaply they can produce a display. 

They will also pay more attention to cir- 
culation and coverage, making certain of a 
sxood number of displays in a specified market 
by the use of professional installation. 

By experience, buyers are learning that the 
cheapest installation service usually costs the 
nost in the end. Installation companies will 
probably find, in 1937, that a cheap quotation 
for their services will be looked upon with 
suspicion, and those organizations who ask 
for a reasonable price, with a_ reasonable 
profit, will be favored in placing orders. 

The huge sums of money spent on window 
display by the tobacco manufacturers, and 
now being duplicated by the distillers, are 
focusing attention on this medium in a man- 
ner that has never been evident before. 

All indications point to a greatly extended 
use of this important advertising medium, 
due to a better understanding of its func- 
tions; its circulation; and also due to the 
fact that there is no longer any question of 
being able to secure a definite number of 
displays at a definite time in a particular mar- 
ket, or in a complete coverage of the entire 
United States. 





L. O. Clements 
Manager, United Display Corporation, Boston 


1936 showed a big increase in professional 
window installations and in new advertisers 
using the medium. Professional window in- 
stallations seem to be steadily growing from 
year to year, so it is logical to assume that 
1937 will show even bigger volume and more 
users. The professional window installation 
services, naturally, will promote the merits 
of the industry, but, the users themselves 
represent the real backbone of growth. If 
they will refuse to entertain display rackets, 
if they will refuse to use the medium as a 
football and as a cloak, and if they will con- 
sider more carefully the placement of their 
professional window contracts, there can only 
be favorable reaction and more recognition 
of the medium. 





Sol Fisher 

President, Fisher Display Service, Chicago 

The window display installation service 
trade did not need any “mottoes” or “pep 
talks” during 1936, nor will it need any in 
1937 or thereafter. The bitter competition in 
this line of endeavor keeps those who are in 
this trade on their toes all the time. 

It has not been noticed that window dis- 
play installation services are dividing surplus 
profits or giving bonuses to their employees 
or expanding into more comfortable or elab- 
orate quarters, 

In reality, during 1936, overhead, improve- 
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Installers almost unanimously re- 
port increased business during 1936, 
and predict still larger increases for 
the year ahead. The window display 
survey being conducted for the Amer- 
ican Association of Advertising Agen- 
cies and the Association of National 
Advertisers is expected to furnish still 
more evidence of the power of dis- 
plays, well-installed by reputable com- 
panies, at the point-of-sale. 








ments, wages, had to be curtailed. Estab- 
lished prices for window display installation 
service which were made standard during 
many years of bitter competition are being 
lowered for no reason at all. As a matter of 
fact, materiais used by window display in- 
stallation services! are being raised in cost, the 
cost of living is being raised, rents are being 
raised. Under such circumstances how long 
can individuals or companies remain in busi- 
ness? 

I am certain that everyone connected with 
the window display installation trade is hop- 
ing that in 1937, and from there on, window 
display installation service shall be recognized 
as a business by the buyer and the window 
display installer and be treated as such. 

Inexperienced individuals whose _ only 
knowledge is of how to pull crepe paper en- 
tered this line of endeavor during the depres- 
sion. They ought to know by this time that 
a fair and reasonable price must be received 
for window display installation work so as to 
be able to stay in business. Individuals who 
are entering and have entered the window dis- 
play installaticn business and who do not, or 
did not know the first principles of business, 
or those who do not know the modern golden 
rule of business, remind me of the following 
fable: 


AEsop ON BRAGGARTS 


An ass went a-goat-hunting with a lion one 
day. 

“By braying,” said the lion, “you'll scare the 
kids, which I'll slay.” 

When most of the flock had been caught in 
the foray 

The ass asked if he, too, had not done well 
in his way. 

“Indeed,” said the lion, in sincerity, “Alas, 

1, too, would have been frightened 

Had I not known you to be a real ass.” 


Moral 
When braggarts are admitted into the com- 
pany of their betters 
It is only to be made use of and not for their 
letters. 





N. W. Reynolds 
Reynolds Display Service, Salt Lake City, Utah 


In corresponding with window services of 
the Rocky Mountain region as to the outlook 
for 1937, the writer finds an anxiety as to 
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how the revamped NRA and the Robinson- 
Patman bill will influence the window instal- 
lation profession. 

The Rocky Mountain services feel that a 
greater volume of business will be realized 
in 1937 and that a finer class of displays will 
be marketed. 

They feel that the fair trade act will be 
of great benefit to our profession and to the 
cutlets of our displays, thus creating a bet- 
ter feeling between the store owner, the ad- 
vertiser, and the installer. 

Display services will be more “result con- 
scious” and less concerned with price; like- 
wise, so must the service buyer be. 

1937 appears very much better in trade 
prospects for this profession than was 1936, 
although 1936 was a marked improvement 
over 1935. The demand for services well 
established, not only as to their own terri- 
tory but as to covering a campaign over 
many states’ as a unit, will attract more 
attention. 





H. R. Kreitz 
President, Western Display Service, St. Louis 


It would be well for national advertisers 
and window display installation services to 
consider the important part that they can 
play in merchandising a manufacturer’s prod- 
ucts in the market in which they are installing 
window displays for the manufacturer. 

Manufacturers will soon come to the reali- 
zation that there is more to window display 
advertising than the mere installation of win- 
dow displays. They will benefit more by 
using window display installation services 
as an integral part of their organization for 
sales promotional work. A sales manager 
should. be just as close to his market as the 
display service which he is employing. He 
should be in a position, at any time, to secure 
definite market information that he might 
desire, through window display organizations. 
The national advertiser who is overlooking 
this opportunity is overlooking one of the 
best functions of the window display installa- 
tion service. Quite naturally the “fly-by- 
night”—the tack hammer and scissors man— 
will be of no benefit to him. He will not buy 
window installations on price, but on intelli- 
gent service. He will realize that every win- 
dow display installer who installs his displays, 
will be a sales promotional man in his in- 
terests. 

We speak from experience. Information 
has come to our office, time and again, which, 
when relayed to our clients, they have found 
most valuable. The national advertiser has 
overlooked this wonderful service which can, 
and should, be given him. He has overlooked 
the fact that, in the better and well-regulated 
installation services, their cities and territories 
are subdivided and installers take care of the 
retail dealers, and are in constant contact 
with them and receive suggestions that it 
would be impossible to receive through sales- 
men, or any other source—due to the fact that 
the window display installer has nothing to 
sell, but renders a service to the retailer: a 

[Continued on page 23] 
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175 FIFTH AVENUE, NEW YORK 


DISPLAY WORLD 


WINDOW DISPLAY INSTALLATION 


WITH UTMOST DEPENDABILITY 


€ 

In other words, WINDOW ADVERTISING, Inc., is an affiliation of 
142 local display installation companies of experience, reputation and 
skill. It is through this cohesive group that the advertiser may, under 
one contract, secure either nationwide, regional or local display instal- 


lation service. 


These associates are located in key cities to serve the entire country, as 
shown by the list on the next page. They have been operating as a 


co-ordinated group for over eight years. 


The leadership which this organization has achieved in the window 
display installation field is due to the superior service which it renders 
and which cannot be obtained elsewhere. Comprehensive records for 
the planning of quotas and selection of locations are available to 
clients. A high and always uniform standard of installations is main- 
tained throughout the country. Displays are properly timed, accord- 
ing to the advertiser's directions, with maximum sales effectiveness 


and results. 


Every associate of Window Advertising, Inc., is an established com- 
pany, adequately financed, and engaged exclusively in the window 
display installation business. All carry insurance for the protection 
of clients. 


That is why they have the confidence of retailers and have available, 


for the installations they make, the windows at the best locations. 


Write us, without obligation, about your window display requirements, 


al ae ia aaa 


either national, sectional or local 


WINDOW ADVERTISING, Inc. and ASSOCIATES 


560 WEST LAKE STREET, CHICAGO 





January, 1937 


THROUGH 142 Associates COVERING 5886 CITIES and TOWNS 
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478250 
WINDOW ADVERTISING, INC., ASSOCIATE 
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REPUTABLE WINDOW DISPLAY 
INSTALLATION FIRMS 





ALABAMA 

Pennington Bay gyal Service 
716 North 1 

cB Tg Ala 

Tri-State Display Service 
Press-Register Bldg. 
Mobile, Ala. 


ARIZONA 

Waghorn-Whitson Disp. Serv. 
525 W. Monroe St. 

Phoenix, Ariz. 

Tucson a gl Service 

416 East 9t 

Tucson, Arizona 


ARKANSAS 


Perdue Display Service 
2700 Marshall St. 
Little Rock, Ark. 


CALIFORNIA 


Parmley Window Disp. Serv. 
1220 W. Pico St. 
Los Angeles, Calif. 
(Branch) 
746 State St. 
San Diego, Calif. 
Parmley Window Disp. Serv. 
160 Seventh Ave. 
San Francisco, Calif. 
(Branches) 
2423 Ventura Ave. 
Fresno, Calif. 
9th and Castro Sts. 
Oakland, Calif. 
427 Tenth St. 
Sacramento, Calif. 


COLORADO 


Denver Display Service 

333 Twenty-third St. 

Denver, Colo. 

Western Colorado Window 
Display Service 

606 Chipeta St. 

Grand Junction, Colo. 

Williams Display Service 

414 S. Commercial St. 

Trinidad, Colo. 


CONNECTICUT 
United Display £ Corp. 
ranches) 
McGrath & Culver Bldg., 
182 Ann St. 
Hartford, Conn, 
1 W. Water St. 
New Haven, Conn. 


DISTRICT OF COLUMBIA 

Archibald Window Display 
Service, Inc. 

907 N St., N. W. 

Washington, D. C. 


FLORIDA 
Pressley Display Service 
1800-B S. W. 3rd St. 
Miami, Fla. 
Walker Distributing Company 
34 E. Union St. 
acksonville, Fla. 
endrick Display Service 
1004 Horatio St. 
Tampa, Fla. 


GEORGIA 

Virgil W. ee 
21 Courtland, S. 
Atlanta, Ga. 
Fletcher Display Co. 
2473 McDowell St. 
Augusta, Ga. 

A. J. Coffee 

7.N. Arlington Pl. 
Macon, Ga. 

G. L. Youmans 

120 E. Gwinnette St. 
Savannah, Ga. 


IDAHO 
Richardson’ s Display Service 
1410 N. 7th St 

Idaho 


Boise, 
Intermountain Disp. Serv. 
103 Fargo Apts. 

Pocatello, Idaho 


ILLINOIS 
i Displa 
W. Lake 
Cries Ill. 
Displaymor Window Service 
1 S. McKinley Ave. 
Harrisburg, Ill. 


, eee Inc. 


Illinois Wind. Disp. Serv. 
¥08 S. Washington St. 
Feoria, Ill. 

Colpitts Advertising Service 
1005 Vermont St 

Quincy, III. 

be pp, Display Service 
1532 Jackson St 

Rockford, Ill. 

W. C. Henry ; 

51942 Commercial Alley 
Springfield, Ill. 


INDIANA 


Neumann’s Window Dis. Serv. 
305 Jefferson Ave. 
Evansville, Ind. 
Jos. I. Cotterill Adv. Service 
Reed St. 
Ft. Wayne, Ind. 
Fisher Display Service 
ranch) 
4133 — St. 
Gary, In 
National Window ew Co. 
236 S. Meridian St. 
indianapolis, Tad 
Fisher Display Service 
(Branch) 
810 Twenty-fifth St. 
South Bend, Ind. 
ps ae Window Disp. Serv. 
424 Cherry St. 
Terre Haute, Ind. 


IOWA 


Tri-City Window rs Serv. 

P. O. Box 153 (mail) 

125 Ripley St. (ship) 

Davenport, Iowa 

Des Moines Window Dis. Ser. 

806 se, Soin and Tribune Bldg. 
ail) 

1026 Grand Ave. (Ship) 

Des Moines, Iowa 

Finke Display Service 

621 Nebraska St. 

Sioux City, Iowa 

Murphy Display Service 

515 La Fayette St. 

Waterloo, Iowa 


KANSAS 
a Display Service 
Waco 
Wichita Kans. 
(Branch) 
1013 W. 6th St. 
Topeka, Kans. 


KENTUCKY 

Myers Display Service 
807 W. Market St. 
Louisville, Ky. 


LOUISIANA 

J. F. Ricks Window Dis. Ser. 
812 Carondolet St. 

New Orleans, La. 

Tri State Wind. Disp. Serv. 
519 Louisiana Ave. 
Shreveport, La. 


MAINE 
United Display Corp. 
Branch) 
85 Market St. 
Portland, Me. 


MARYLAND 

Margolis Service, Inc. 

26 S. Charles St. 

Baltimore, Md. 

Rileigh Window Disp. Serv. 

(Branches) 

c/o Kvaluhn Transfer 
Cumberland, Md. 
c/o Hagerstown Stor. & 
Trans., Hagerstown, Md. 


MASSACHUSETTS 

United Display Corp. > 

365 Albany St. 

Boston, Mass. 2,0 
(Branches) 

Merrimack St. 

Lowell, Mass. 

386 Acushnet Ave. 

New Bedford, Mass. 

121 Lyman St. 

Springfield, Mass. 

15 Commercial St. 

Worcester, Mass. 
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MICHIGAN 


Wayne Services 
320 Beaubien, Cor. E. Jefferson 
Detroit, Mich. 
(Branches) 
277 Greenwood 
Battle Nags Mich. 
843 3rd St., N. W. 
Grand Rapids, Mich. 
1312 Mott St. 
Saginaw, Mich. 


MINNESOTA 


Johnson Display Service 
18 North 6th Ave., West 
Duluth, Minn. 


Northwestern Display Service 
26 Hennepin Ave. 
Minneapolis, Minn. 


MISSISSIPPI 


Capital Display & Adv. Serv. 
Capitol and Gallatin Sts. 
Jackson, Miss. 


MISSOURI 

N. J. Groves 

218 N. Wall St. 
Joplin, Mo. 

Sterling Displays, Inc. 
3106 Main St. 

Kansas City, Mo. 


Campbell Display Service 

1954 N. Boulevard 
Springfield, Mo. 

Sulley Window Display Serv. 
605 Hall St. 

St. Joseph, Mo. 

Western Display Service 

2732 Olive St. 

St. Louis, Mo. 


MONTANA 


R. G. Vogel 
68 W. Broadway 
Butte, Mont. 


NEBRASKA 


Davison per Service, Inc. 
423 S. 11th St. 
Lincoln, Neb. 
(Branch) 
327 LeFlang Bldg. 
Omaha, Neb. 


NEW HAMPSHIRE 


United Display Corp. 
Branch) 
344 Goffstown 
Manchester, N. H 


NEW JERSEY 


New Jersey Display Service 
969 McCarter Highway 
Newark, N. J. 
(Branch) 
c/o Earl F. Elmer 
965 Lalor St. 
Trenton, N. J. 


NEW MEXICO 

Duke City Display Service 
201 W. Central Ave. 
Albuquerque, N. M. 


NEW YORK 


Universal Window Dis. Bureau 
201 Front St..(Mail) | 

303 Conklin Ave. (Ship) 
Binghamton, N. Y. 


Windo-Craft Disp. Serv., Inc. 
376 Pearl St. 
Buffalo, N. Y. 

(Branches) 
40 Howard St. 
Albany, N. Y. 
185 St. Paul St. 
Rochester, N. Y. 
518 S. Clinton St. 
Syracuse, N. Y. 
547 Coventry Ave. 
Utica, N. Y. 
23, | 4 22nq * af Sede’ ” 
New Yorks = 1. Aa, a 
W. J.. Myer 
R-1 Lake ol Gilad) 2 
Saratog1 Springs, N.° 6.¢ 


NORTH CAROLINA. 
Display Adv. Co. ane 
13 Citizér- Times “Bille 
Asha véltey N.C » 2 


De Lamater Displays 

1519 Statesville Ave. 
Charlotte, N. C. 

Sehorn Display Service 
108 Stafford Arcade 
Greensboro, N. C. 
Carolina Wind. Disp. Serv. 
Professional Bldg. Annex 
Raleigh, N. C. 


NORTH DAKOTA 


Merchants Dis. & Window Ser. 
223 8th St., North 
Fargo, N. D 


OHIO 


Cincinnati Display Service 
519 Main St. 
Ciesinahi, Ohio 

(Branch) 


Dayton Display Service 
4 Industries Bldg. 
Dayton, Ohio 
F. Altman & Son Disp. Serv. 
415 South Third St. 
Columbus, Ohio 
Wayne Services 
1018 St. Clair Ave. 
Cleveland, Ohio 
(Branches) 
79 Shelby St. 
Akron, Ohio 
332 Summit St. 
Toledo, Ohio 
153 E. Cleveland St. 
Youngstown, Ohio 


OKLAHOMA 


Jackson Sign Company 

315% College Ave. 

Alva, a. 

Oklahoma Wind-O- Display 
Service Co. 

1643 W. Main St. 

Oklahoma City, Okla. 

Connell Display Service 

205 S. Cheyenne 

Tulsa, Okla. 

OREGON 


Southern Oregon Disp. Serv. 
P. O. Box 1076 (mail) 

Grant Hotel Bldg. 

5th & Front Sts. “unio 
Medford, Ore. 

Portland Window Dec. Co. 
331 N. W. 15th Ave. 
Portland, Ore 


PENNSYLVANIA 
Rileigh Win. Disp. Serv., Inc. 
829 Anthracite Ave. 
Kingston, Pa. 
(Branches) 
1740 Penn. Ave. 
Allentown, Pa. 
c/o Filer’s Transfer 
se Fa. 
c/o P. J. Hoffman 
1712 Wayne se. 
Harrisburg, Pa. 


601 N. seg ae 
sorte. Ff 
The S. J ahicic Co. 


N. E. Cor. 11th and Wood Sts. 
Philadelphia, Pa. 

Pittsburgh Window-Craft Ser. 
333 E. Carson St. 

Pittsburgh, Pa. 


RHODE ISLAND 
United Display Corp. 
(Branch) 
933 N. Main St. 
Providence, R. I 


SOUTH CAROLINA 
American Display Service 
118 Church St. 
Charleston, S. C. 

H. W. Waters 

17 Highland Drive 
Greenville, S. C 


SOUTH DAKOTA 
Finke Display Service 


49 oe <«Branch) 


: 1324 S Phillips Ave. 
m “Sioux Falls, S. D. 


TENNESSEE 

Chattanooga Display Service 
oi. &. ith. St 

Chattanooga, Tenn. 


Knoxville Display Service 
914 N. Central Ave. 
Knoxville, Tenn. 


Memphis Window Disp. Serv. 
183 Vance hee 

Memphis, Ten 

Brinton Window Display Serv. 
423% Church St. 

Nashville, Tenn. 


TEXAS 
West Texas Display Service 
1701 Hickory St. 
Abilene, Tex. 
Botts Display Service 
c/o Amarillo Warehouse Co. 
First and Polk Sts. 
Amarillo, Tex. 
Livingston Display Service 
P. O. Box 365 (mail) 
205% West 6th St. (ship) 
Austin, Texas 
Acme Display Service 
1500 Young St 
Dallas, Tex 
Bill Williams Display Serv. 
110 South Jennings Ave. 
Fort Worth, Tex. 
Sun Display Service 
3709 Fog oe Ave. 
e Me Tex. 

Clark Display Service 
~ 4 13th St. 
Houston, Tex. 
Patrick Dis play Service 
212 Losoya St. 
San Antonio, Tex. 
Matthews Display Service 
P. O. Box 392 (mail) 
219 Radio Bldg. (ship) 
Wichita Falls, Tex. 


UTAH 

Reynolds Display Service 
403 E. 4th South St. 

Salt Lake City, Utah 


VERMONT 

Oscar Gaudreau 

204 North Champlain St. 
Burlington, Vt. 


VIRGINIA 
Mercer & Melcher 
205 W. Main St. 
Norfolk, Va. 
oe ‘Waitt 
23 E. Main St. 
Riukeuel Va. 
Roanoke Window Display Ser. 
129 W. Campbell Ave. 
Roanoke, Va. 
Frank B. Holt Adv. & Display 
14 E. Beverley St. 
Staunton, Va. 


WASHINGTON 
Northwest Display Serv., Inc. 
115 Blanchard St. 
Seattle, Wash. 
(Branches) 
c/o Raymond Electric Co. 
915 Commerce St. 
Tacoma, Wash. 
J. G. Runkel Display Service 
E. 28 Riverside 
Spokane, Wash. 


WEST VIRGINIA 
Trimble Adv. Co. 

333 W. Francis St. 
Grafton, W. Va. 
Monte Little Company 


214 Ist nae ag A Natl. Arc. 
Huntington, i 
Wharry’s Window ‘Disp. Serv. 


15th Place between J) arket 
and Chapline 
Wheeling, W. Va. 


WISCONSIN 

Manke Window Display Serv. 
922 Avon St. 

La Crosse, Wis. 

Stefan, Inc. 


500 N. Water St. 
Milwaukee, Wis. 
(Branch) 


c/o Thomas King 
632 W. Washington Ave. 
Madison, Wis. 


WYOMING 

Sherwood Display Service 
1373 Sheridan Ave. 

Cody, Wyo. 


HAWAII 

The Sun Adv. Co. of Honolulu 
722 S. Beretania St. 

Heastubé, Hawaii 





A NATIONAL SERVICE COVERING 


ALL PRINCIPAL MARKET AREAS 
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Six Displays Ly Tennent 

















—The displays of Malcolm J. B. Tennent, Meier & Frank, Portland, Ore., _ plicity, skillful use of lighting effects, and by an unfailing sense of the 
need no introduction. Marked by elaborate stage settings or stark sim- dramatic, Tennent's displays rank with the best— 
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INSTALLERS AND 1937 DISPLAY 
[Continued from page 20] 


service which the dealer appreciates. And 
the dealer is always willing to help the one 
who helps him. 





Samuel J. Hanick 


President, Hanick Window Display Service 
Philadelphia 


Manufacturers, as a class, are beginning 
to awaken to the possibilities of window dis- 
play installations as the best means of coor- 
dinating all their advertising efforts—of 
‘bringing them to a climax,” so to speak, in 
shopping centers where there is consumer 
buying mood and opportunity. 

There is no better means of increasing a 
nanufacturer’s sales than through the co- 
peration of retail dealers. That cooperation 
can and is being obtained through the medium 
f attractive window displays, uniformly de- 
signed, showing the actual product, installed 
by professional organizations, with timed 
showings at desirable locations having maxi- 
mum consumer circulation—none of which 
is accomplished by lithographed display mate- 
rial furnished a dealer by a manufacturer, 
with a silent hope that it will be used. 

Window displays are the sure means of 
capitalizing the “urge to buy” created by 
newspaper, magazine, and radio advertising 
efforts. They are the means of “stopping 
them at the point-of-sale.” 


Vv. W. Shepard 
Shepard Display Service, Atlanta, Ga. 

The South today affords a greater return on 
every dollar spent on advertising. 

After thirty-two years specializing on win- 
dow displays and checking from every angle, 
I am more fully convinced that window dis- 
plays, properly installed, afford the best 
medium of advertising. 

Many large department stores place a per- 
day valuation of hundreds of dollars on their 
show windows, so the drug and smaller stores 
have the same proportionate vaiue. 

Point-of-sale contact has long been rec- 
ognized by every national advertiser as the 
best way for sales results. 

Some firms mail out their displays to the 
dealers; 90 per cent of them land in the 
stock-room or trash-can and are never used. 
Yet it is all charged up to window display 
advertising. Give window displays a fair test 
and they will bring in desired results. 

Given “A” locations, clean glass, properly 
installed displays—and results will follow long 
after the display has been removed. 





Melvin H. Myers 
Myers Display Service, Louisville 


There is every indication of increased vol- 
ume for the display installation field for the 
coming year, particularly in work for the 
whiskey industry. Our company has more 
contracts in the nature of drug displays to 
start with immediately after Christmas than 
at any time in the past four years. Every- 
thing points to the first real encouragemerit 
ior the industry since the low volume suf- 
‘ered by all since 1932, 
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MR. ADVERTISER: 
RIECHERS DISPLAY SERVICE 


Renders Complete Display Coverage in This Prosperous Market 
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This rich territory 
with a population of 
5,500,000 is serviced 
regularly at the 
“Point - of - Sale” by 
Riechers Display 
Service direct from 
our St. Louis office 
by thoroughly trained, 
experienced, uni- 
formed displaymen, 
supervisors, etc. Write, 


- phone or visit our 
| ve a ea modern home for 
re * ROUTEO) As: qu , Rie , 
2 aN ae EN? detailed information, 
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a = sun) ER is 


Are you getting the most out of it? We can 
help you to MORE SALES — inexpensively, too! 


RIECHERS DISPLAY SERVICE 


1918 WASHINGTON AVE. 
Specialists at the Point-of-Sale since 1920 


$7. LOS, MO. 




















Improve Your Displays 
WITH THE 


BRISCHOGRAPH 














You don’t have to be a trained artist to make 
PICTORIAL BACKGROUNDS for your show win- 
dows. Use the BRISCHOGRAPH enlarging pro- 
jector and make them yourself easily, quickly and 
at low cost. Now considered standard equipment 
in display studios everywhere. 

THREE SIZES—Each a marvelous value and a 
perfected machine that will project to desired size 
in natural colors the sketch you want to reproduce. 


Pin fo @ 10,00 

3/10 Model $ 25.00 
eee e 

ew... $100.00 


pe oy a ne 


PAYS FOR ITSELF—Send today for new 
booklet—Dealers in all principal cities. 


THE BRISCHOGRAPH CO. 


Established 1926 
3280 N. HIGH ST. COLUMBUS, OHIO 





STEVENSON ANIMOTOR 


Guaranteed Four-Shaft Motor For 


MOTION DISPLAYS 





110 V.—60 Cycle—A. C. or D. C. 


FOUR DOUBLE-END SHAFTS 

Fast Rotary—50 r.p.m. 

Slow Rotary—6 r.p.m. 

Indexing—60°, 6 Stops 

2 Secs. Motion—8 Secs. Still 

Oscillation—70°, 10 Sec. Cycle 

Reverse Direction Each End 
Rubber Grommets, for use in mounting, 
eliminate vibration and insure silence. 
Flanged adaptor for direct connection of 
motion piece to motor—no cams, strings, 
belts, pulleys, etc. 
Used nationally by Kelvinator, U. S. Rub- 
ber, General Electric, Goodrich, Crosley and 
others. 


D. M. STEVENSON ENGINEERING CO. 


2842 W. Grand Blvd. Detroit, Mich. 

















Orville M. Riechers 
President, Riechers Display Service, St. Louis 


Confidence! Confidence in yourself, con- 
fidence in your organization, confidence in 
your industry, confidence in the people you 
are serving. These are a vital part of the 
successful operation of a reputable display 
service organization. Aligned with hard 
work, sincerity, and honesty, a powerhouse- 
full of success is sure to result. 

On February 4 we will celebrate our seven- 
teenth anniversary of rendering service at the 
point-of-sale. During each one of these sev- 
enteen years, sincere progress has been made 
in the industry as a whole. Each and every 
source has generously contributed to this 
cause due to the definite confidence in win- 
dow display. 

For ourselves, finer installations, more com- 
plete personnel, detailed uniform systems, 
operation data, a more pleasant business 
home, etc., etc. Each and every year has 
seen some growth and improvement, 1936 
marking the servicing on regular schedule a 
territory of 200 miles surrounding St. Louis. 
This came as the result of many months of 
investigation, survey, etc. It is true that 
much money and effort were invested for this 
improvement and advancement, but I have yet 
to see an investor secure dividends with no 
investment being made. 

The advertiser has contributed with more 
attractive and practical displays, with more 
respect and confidence in the reputable organ- 
ized display service. 1936 saw one of their 
most important contributions: the research 
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program to secure the circulation value and 
related data of window displays. 

1936 was a banner year, we readily ad- 
mitting that the “investment” has returned 
“dividends.” So we say to 1937, “prepare 
yourself for some- more confidence.” 


J. B. Ambrose 
Excelsior Window Trimming Corporation 
New York City 

Advertising agencies and national adver- 
tisers having profited by years of experience 
and research, know the most appropriate 
media of advertising, whether radio, news- 
papers, or magazines, for any particular prod- 
uct. Equipped with a complete knowledge 
of circulation and class distinction, they know 
how to reach a definite type of reader. Fig- 
uring, of course, the percentage of people 
who actually see the advertisement. 

There is another source, however, that 
should not be overlooked, and that is “street 
circulation.” With but few exceptions, every- 
one passes through the streets to business, 
for shopping or recreation. Here they pass 
by more advertising, billboards, and window 
displays, where every type can see it. A cir- 
culation that is more or less theoretical. 

Although there are no general standard sta- 
tistics available on window display, sometimes 
observers are “clocked.” In a broad sense 
one may only surmise the public interest, 
perhaps by the location of the displays. In- 
deed, it would be a very dull street if it were 
entirely void of window displays. The at- 
traction in so many instances stimulates the 
desire for buying, when the merchandise is 
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actually presented. It appeals either as a 
necessity, an emotion, or vanity angle, or in 
some cases just as a reminder. 

When advertising agencies include window 
display with the circulation of other media 
(for it is all “sales impressions”) there will 
be a greater possibility of their endorsement 
on a much larger scale than it is today. 

This is a field that is rapidly developing, 
and in time, with more research and actual 
figures on hand, agencies will give this valu- 
able field more consideration. For here is 
where the manufacturer “meets” the con- 
sumer—at the point-of-sale. 


Erwin A. Hiffman 

Hiffman Display Advertising Company, St. Louis 

Whenever the displaymen of this country 
put display above their own personal selves 
and think of display as a whole and as a 
business that is absolutely legitimate and must 
be treated as such, then, and only then, will 
display as a medium profit as it should. The 
year ahead of us, 1937, should excel any past 
years in the display business. The distribu- 
tion of money will naturally create a greater 
market and business will make every effort 
to secure its share of the increased sales. 
Then, too, displaymen are gradually realizing 
the fact that you’ve got to produce in order 
to receive. Their efforts to produce results 
have been greatly improved upon by the 
intelligent and the scientific exchange of 
ideas brought on by their association with 
their fellow displaymen such as in display 
clubs, and the International Association of 
Display Men. 








Buckley Addresses 
Chicago Club 


The proper attitude of mind is one of the 
most salient requirements for success, 
Homer Buckley, president, Buckley, Dement 
& Co., Chicago, told members of the Chicago 
Display Men’s Club at a dinner meeting the 
evening of January 4. During the business 
session, Robert O. Johnson was reelected 
president for a third term and was presented 
with a gold wrist watch by the members of 
the organization. 

Arthur Brayton, Marshall Field & Co., and 
J. R. Ozanne, of the Merchandise Mart, 
where the dinner was held, were also guest 
speakers. 

“We do not need more and better display- 
men,” Buckley said, “but more and _ better 
merchandising men who know display.” In 
amplifying his statement, the speaker dis- 
cussed at length the importance of the men- 
tal attitude, citing’ three essential factors for 
success : genuine enthusiasm for one’s work, 
the ability to work with people, and person- 
ality. He analyzed “personality” as being 
either positive, neutral, or negative, with the 
positive personality to be desired. The neu- 
tral personality, he said, is the kind that 
gets by “in a crowd,” while the negative is 
combative and objectionable, inevitably 
doomed to failure. 

In concluding his address, Buckley re- 
minded the displaymen that the public is 
not able to distinguish between price and 
value, that it does not appreciate enterprise 


and service, and that it does not always want 
the best. “Therefore,” he said, “keep posted 
on the very latest methods of salesmanship; 
study, and be progressive.” 


Robert O. Johnson 


In his talk on “Presentation of Merchan- 
dise,” Arthur Brayton gave a_ three-point 
platform: “get over the merchandising story 
from the customer’s point of view in an in- 
teresting, compelling, and forceful way; cre- 
ate a desire for the merchandise; make them 


come back for more.” Brayton also said 
salesmen should make a point of seeing the 
display manager of a firm after selling a 
commodity to the establishment, as in many 
cases the information he could pass on to 
the display department would be of great 
assistance in moving the merchandise. 
Ozanne emphasized in a short talk the 


fact that quality and not price is the theme 
to be stressed in 1937, 

James Maguire, of the Chicago Associa- 
tion of Commerce, pledged the support of 
his organization in helping the Chicago club 
make an outstanding event .of the Interna- 
tional Association of Display Men conven- 
tion to be held at the Hotel Sherman August 
1, 2, 3, and A. 

At the business meeting of the club, Rob- 
ert O. Johnson, Commonwealth Edison Com- 
pany, was reelected president, making the 
third year in which he has been so honored. 
Carl Gestrine, Butler Brothers, was re- 
elected first vice-president. R. R. Jericho, 
The Boston Store, was named second vice- 
president, while Frank Groves, Stetson Shoe 
Store, was elected to the third vice-presi- 
dency. Art Miller, Advertisers Display 
Studios, was appointed secretary, and E. M. 
Yeager, Hub Office Supply Company, was 
elected treasurer. 

Following the election, Carl Haecker, in 
charge of display for Montgomery Ward & 
Co., gave a short talk on the trend of dis- 
play. He then spoke of the achievements of 
“Bob” Johnson during the years he has been 
president of the Chicago club, and assured 
him that the organization supports his plans 
whole-heartedly. On behalf of the members 
of the club, Haecker presented Johnson with 
a beautiful gold wrist watch. 





Richard Wallace Sails 
For Bermuda 

Richard Wallace, display manager, B. Alt 
man & Co., New York City, sailed Januar’ 
9 for Bermuda and other southern ports. 
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TIME EXTENDED 


wre old window lighting shades 
a Atul worth $1.00 cach! 


Good news to those merchants. whose frenzied trade of the holidays 
left little time to indulge in store modernization. You can still get 
X-Ray better show-window lighting at the lowest price in history! 


The Curtis TRADE-IN-OFFER has been extended! But, ‘‘Make hay 
while the sun shines’’... turn in your antiquated lighting shades now 
and get $1.00’s value for each on new X-Ray Reflectors ... the power- 
ful show window reflectors that put brilliant light on the ‘‘Attraction- 
Zone’’ and make your merchandise sell. 


Details of the Curtis TRADE-IN OFFER are yours for the asking... 
tear off the coupon, sign your name, mail it today. 
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Joseph M. Kraus 
Advertising Manager, A. Stein & Co., Chicago 


In the word “display” itself we have the 
key to its great value in modern merchan- 
dising. It derives from the old French word 
“despleier”’—to unfold. A window or coun- 
ter display’s chief function is just that—to 
unfold merchandise before ihe gaze of the 
potential buyer, even as itinerant peddlers 
of old unfolded their packs of silks, spices, 
and other rare commodities before eager 
purchasers. The picture has been reversed 
in modern merchandising, but the “unfold- 
ing” process remains. 

The seller today seldom goes to the buyer’s 
castle; he no longer unfolds his pack, cun- 
ningly describing each item and passing it 
around a breathless circle for awed inspec- 
tion and envious appraisal. Printed and 
broadcast salesmanship now speak to the 
buyer before his actual contact with the 
goods. The buyer now goes to the merchant 
prince—a reversal of the former procedure. 
Once en route to the seller, the potential 
buyer must be woced to actual inspection of 
the merchandise. Through split-second im- 
pressions, he must be enticed into the shop, 
lured over to a counter and attracted to 
certain brands. Printed words and spoken 
words have extolled the virtues and im- 
pressed the names of the merchandise, but 
these are not tied-up definitely to any par- 
ticular item in the minds of the potential 
buyers until they actually associate them 
with the goods through the physical contact 
of seeing, touching, hearing, smelling, or 
tasting their actual properties—or at least 
having been given vicariously the effect of 
such physical contacts through effective win- 
dow or counter displays. 

The “unfolding” of the merchandise is thus 
the final step in the building of a sale, and 
every step on the path to a purchase is bit- 
terly fought over by competitive claims for 
attention. But the old fundamental and de- 
cisive incentive to a purchase remains: 
arrest the eyes, attract the attention, reiter- 
ate the appeals at the point-of-sale—“unfold 
the pack”—and you’ve completed the job of 
printed and broadcast salesmanship. 





John M. Lee 


Manager Retail Stores, Gotham Silk Hosiery 
Company, Inc., New York City 

Where would merchandising be 
without display? 

It’s such a tremendous subject that it 
would certainly be impossible to try to cover 
it in a couple of paragraphs. I will say, 
however, that hosiery, which is practically 
the only merchandise item with which I am 
quite familiar, requires great care and pains- 
taking thought in the working out of attrac- 
tive displays. 

It’s really not so difficult to think up sen- 
sational and even fantastic displays, but this 
type seldom sells the goods. 

In our own Gotham Hosiery Shops here 
in New York City we endeavor to attain 
simplicity in the groupings of our displays, 
simple unobtrusive backgrounds are used, 
and we always try to get across a definite 
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Advertisers and 1937 Display 








National advertisers, accustomed to 
careful judgment of advertising media, 
are in complete accord as to the value 
of display. Display is regarded as the 
snapper on the whip of radio, maga- 
zine, newspaper, and other forms of 
publicity. It is a certainty that na- 
tional advertising appropriations for 
1937 will see a considerable increase in 
that portion set aside for display at 
the point-of-sale. 








specific selling message in every display. To 
your possible question as to how it works, 
I will say that our sales so far this year 
(it is November 10, 1936, as I write this) are 
about 60 per cent ahead of 1935. 

When you stop to think that we do no 
direct mail advertising, never run an ad in 
the newspapers, don’t go on the radio, and 
depend entirely on our window displays to 
attract the customers into the store, and 
upon our sales people and ample stock to 
sell them after they get in, you can see 
what tremendous importance we attach to 
display. 





D. B. Reed, Jr. 
Advertising Division, Loose-Wiles Biscuit 
Company, Long Island City, N. Y. 


We are of course firm believers in the 
soundness of good display in modern mer- 
chandising; in fact, we are one of the pio- 
neers in providing colorful and attractive 
material at the point-of-purchase. We have 
always considered point-of-sale display ma- 
terial as one of the most effective forms of 
advertising, especially if it supplements other 
advertising, for the simple reason that it is 
highly effective reminder advertising that 
catches the consumer when his or her hand 
is in the pocketbook. It makes all other 
allied advertising more effective. 

For over a period of ten or fifteen years 
we have devoted large sums of money in this 
effort, to say nothing of what we have spent 
in time and money through our sales force 
of more than 1,800 salesmen, in developing 
this point-of-purchase contact between our- 
selves and the consumer. We have done 
this not only through printed and _ litho- 
graphed material, but through the efforts of 
our salesmen in building attractive food dis- 
plays that almost by themselves sell the 
goods over the counter. In more recent 
years the related foods idea has become 
almost an obsession with us; in fact, this 
is another one of our activities: i. e., re- 
lated foods, in which we have also been the 
pioneer in the biscuit business. I could go 
on and on, but I think this sums up the value 
we place on display and modern merchandis- 


ing. 





J. F. O'Brien 
Manager, Advertising and Sales Promotion 
Westinghouse Lamp Company, New York City 
We regard window display as the final 
connecting link which brings to the dealer 
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the benefits and sales advantages  whicl 
manufacturers have built up for him througl 
the medium of national advertising. 

A manufacturer spends hundreds or thou 
sands of dollars advertising his product i: 
newspapers and magazines for the sole pur- 
pose of directing people to dealers’ store: 
where his merchandise is available. Th: 
dealer, through effective window displays, 
tells the public that his store isthe plac 
where this merchandise can be had and con- 
verts into actual cash the buying desires cre- 
ated in the minds of the public by the ad- 
vertising efforts of the manufacturer. 

The success of a merchant depends largely 
on the effectiveness with which he uses his 
windows: to cash in on the manufacturer’s 
advertising efforts. Wise manufacturers are 
devoting more time and attention to the 
creation of effective window displays for use 
at the point-of-sale. 





L. W. Neumark 


Advertising Manager, The Printz-Biederman 
Company, Cleveland 


We consider display so important in our 
merchandising of Printzess garments that a 
very considerable percentage of our advertis- 
ing budget is allocated to this one spot each 
year. The weakest link in the advertising 
chain is the reminder at point-of-sale. We 
recognized this years ago, and have con- 
stantly endeavored to supply our dealers not 
alone with attractive display material, but 
with valuable display ideas as well. Our 
window display contest each season, making 
use of Printzess display material, receives 
the thorough cooperation and enthusiastic 
support of great numbers of display man- 
agers all over the country. ° 





S. C. Jones 


Vice-president, The Welch Grape Juice 
Company, Westfield, N. Y. 


Most progressive grocers today appreciate 
the value of displays in merchandising 
profitably the products they have for sale in 
their stores. 

It is not difficult, therefore, for a manu- 
facturer who has attractive packages to show 
dealers how they can increase their turnover 
and profit through the proper display of the 
merchandise. 

We consider that we have completed our 
sale when we have moved our products from 
the dealer’s store display to his customers’ 
pantry shelf or refrigerator. 

Displays therefore play a most important 
part in our setup. 





H. B. Groseth 


Advertising Manager, Geo. A. Hormel & Co. 
Austin, Minn. 


We feel that display is not only an integral 
part, but an invaluable part of a complete 
advertising and merchandising program. It 
is the reminder at the point-of-sale that 
completes the sale and translates buying 
wishes into buying actions. 

[Continued on page 44] 
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Sterling E. Peacock 
Vice-president, N. W. Ayer & Son, Inc., Chicago 


Certainly, any well-rounded merchandising 
plan must include appropriate treatment of 
product display. Recent years have wit- 
nessed a remarkable growth in the attention 
ven to the design and packaging of mer- 
chandise. Here is evidence of the increasing 
recognition of the part “eye appeal” plays 
in building sales. 

\nd the improvement in appearance, vis- 
iule everywhere, creates new and _ better 
opportunities for effective display. But, as 
in all other promotional work, there must be 
planning and purpose behind every display. 

“Display for display’s sake” pays poor 
profits. 





Sells Stites 
President, Keelor & Stites Company, Cincinnati 

We of The Keelor & Stites Company feel 
that the future of display is very rosy in- 
deed! 

Recognition of the importance of well- 
planned, effective display material has in- 
creased greatly in the last few years. 

Alert advertisers appreciate this excellent 
means of merchandising their products at 
point-of-sale. Manufacturers who utilize 
this efficient medium, taking full advantage 
of its economy and flexibility, have found 
good display a most powerful and effective 
sales weapon. 

In any well-rounded advertising program 
display material holds an _ indispensable 
place! 





A. L. Firestone 
Firestone Advertising Agency, St. Paul 

I am satisfied that in 1937 and future years, 
display and point-of-sale advertising will 
prove more important than ever before. 
With the steady increase of outdoor activity, 
outdoor display advertising has become more 
and more valuable. 

Likewise, with the greater and greater 
scramble for the consumer’s dollar, indoor 
displays, store display signs, and other 
point-of-sale reminder advertising become 
more and more vital in the carrying out of 
a successful advertising and merchandising 
campaign. 

In our preparations for the launching of 
any new product or for the carrying on of 
the sale of an established product, the first 
job we tackle is that of adequate dealer dis- 
play, as our experience has pointed out it 
is of tremendous importance. 





John F. Davis 
Secretary and Treasurer, The Griswold-Eshleman 
Company, Cleveland 


In my opinion, the merchandising of any 
consumer product without proper attention 
to essential display material for the retail 
Store is very likely to be futile. I say this 


because, again in my opinion, the average 
consumer is becoming “gun shy” about being 
“soli” something. He is favorably disposed 
toward a product by general advertising. It 
takes, however, a real stiff shot either to 
draw him into a store to ask for it or when 
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Agencies and 1937 Display 








Advertising agency executives stress 
the importance of good design in dis- 
play, with careful attention to factors 
which create interest, in order to as- 
sure the use of the promotional mate- 
rial by the dealer. It is predicted that 
novel lighting and motion effects will 
be given increased attention during 
1937. In any event, they agree that 
display is an essential part of a well- 
rounded advertising campaign. 








he is in a store, to again remind him that he 
needs it. 

Furthermore, merchandise which has no 
sponsorship in the store other than the sell- 
ing efforts of the retail merchant and his 
clerks, very often becomes an orphan. It 
gets relegated to the darkest corner and is 
entirely covered up by its more pushing 
brothers and sisters. To get a real place 
in the sun, up front, it must have the spon- 
sorship of useful and striking display mate- 
rial of the proper kind. 





F. A. Hughes 
President, Hughes, Wolff & Co., Inc. 
Rochester, N. Y. 

Displays have a very important place in 
modern merchandising, particularly when 
used in sales promotion. “Let’s get up a 
display” is just as wrong as “let’s get up 
an advertisement.” Department stores, espe- 
cially, have learned that volume does not 
necessarily mean profit. To make more net, 
these stores are anxious to sell better mer- 
chandise and promotion, which usually in- 
cludes display, is necessary to do this. Ad- 
vertising agencies sense this condition. They 
know what is needed to meet all conditions 
and are fast learning how to do it. We be- 
lieve agencies generally are installing dis- 
play departments. 





Kent R. Costikyan 
Platt-Forbes, Inc., New York City 

In designing displays for dealer use: (1) 
Make them as small as possible (especially 
the base) without losing attention value. 
(2) Have your displays serve an added pur- 
pose, such as holding your product or giving 
the dealer a boost or inviting the customer 
into the store. (3) Make them easy to set 
up; a photograph of the display in place 
will help. In case of doubt arrange for an 
outside agency to set them up. (4) Use the 
best artists to get color harmony; include 
an artistic background if your display is to 
occupy a window exclusively. (5) Have your 
display tie-in all along the line with your 
advertising, your package, and with your 
salesmen’s calls. (6) Don’t design elaborate 
displays unless you are prepared to incur 
the additional expense to insure their con- 
tinued use. Some special features that may 
be worth their extra cost—motion, illumina- 
tion, ensembles, invisible glass, window dem- 
onstrators. (7) When you get a display that 
tests out successfully, spend some money to 





get the dealers asking for it. If such a dis- 
play is used, your merchandise will take 
care of itself. 





Norm E. Kraff 

Proprietor, Kraff Advertising Agency, Minneapolis 

It was formerly my opinion that the way 
to sell merchandise was to put everything 
on the floor so people could both see and 
feel the articles on display. That was dur- 
ing the time when people were constantly 
looking for bargains. It is my opinion now 
that with prices on the upper trend, the 
customer is looking for a finer grade of 
merchandise with a little more polish on it 
and resent having articles piled in the aisle 
so that they stumble over them. 





Arthur Rosenberg 
President, Arthur Rosenberg Company, Inc. 
New York City 

The primitive merchant and craftsman 
could only sell his product by showing it. 
Point-of-sale display is truly the oldest form 
of advertising. First, it was word-of-mouth 
recommendation that directed the buyer to 
the point-of-sale. Then printing multiplied 
the power of the spoken word—and soon a 
multiplicity of selling points called for dis- 
plays other than the product itself. Displays 
that could be many times duplicated. The 
point-of-sale display still remains, however, 
a basic form of advertising. It can stand 
alone, but its best function is to tie-up with 
other forms of exploitation that the manu- 
facturer may use. 

There is every indication that in 1937 ad- 
vertisers will use more display material 
than they have for many years. 





William J. Gander 
President, Acorn Agency, Inc., New York City 


The Acorn Agency has always believed in 
following through advertising campaigns to 
point-of-purchase merchandising. It is, 
after all, the dealer display which is on the 
spot when the customer is finally making up 
his mind, and so becomes a powerful factor 
in culminating the sale. 

We have always found it most effective, 
where the nature of the product permits, to 
show the actual merchandise in a setting of 
advertising. This may often be done by a 
simple die-cutting operation. 

Every dealer and druggist receives numer- 
ous display pieces almost daily. Competi- 
tion for a spot in his store becomes very 
keen. Your display, if it is to be used, must 
be striking enough or beautiful enough to 
make the druggist want to use it. In 1937 
more die-cutting effects and use of motion, 
and flashing lights will be used to make the 
displays more attractive and more effective. 


Burr Nichols New Head 
Of Hens & Kelly Display 

Burr Nichols, formerly display manager 
for McCurdy & Co., Rochester, N. Y., has 
joined Hens & Kelly Company, Buffalo, N. 
Y. in a similar capacity. He replaces Lester 
Clark, who resigned to return to the William 
Hengerer Company, Buffalo. 
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Opportunity 
In 1937 

It appears that 1937 holds much promise 
for the display field. Everything apparently 
points to a year of prosperity. Experts in 
economics believe that 1937 will see a gen- 
eral increase in income of at least 10 per 
cent, plus a corresponding rise in general 
business, with a sharp decrease in unem- 
ployment. It is even expected that there 
will be a demand for skilled labor which 
will exceed the supply. 

Of much importance in making predictions 
for 1937 is the fact that 1936 witnessed a 
growing tendency toward the purchase of 
luxuries. Expensive furs and jewelry and 
other commodities, usually bought only in 
especially prosperous times, enjoyed a bigger 
sale in 1936 than had been the case for many, 
many months. 

Displaymen learned during the depression 
years how to get as much as possible from 
the minimum display appropriation. Now 
that budgets are being expanded and there is 
a general feeling of satisfaction over 1936 
and an outlook of optimism for 1937, they 
will have a real opportunity to show their 
collective worth. Display should make much 
progress during the new year. 





Window Display Report 
Awaited Expectantly 

The report of the Traffic Audit Bureau, 
Inc., which is concluding a survey of win- 
dow display circulation for the Association 
of National Advertisers and the American 
Association of Advertising Agencies, is being 
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awaited with much anticipation by every 
branch of the display industry. The lack of 
definite figures as to the number of sales 
impressions which can be expected of a 
given display. has always been a serious 
handicap in establishing the value of this 
form of advertising. The report should do 
much to clarify such conditions. 

The survey, conducted with scrupulous at- 
tention to every detail in twenty representa- 
tive cities, will of course be of primary im- 
portance to lithographers and other manu- 
facturers of displays, and to installation 
service companies. But the display execu- 
tive for a retail store will also derive much 
benefit from the compilation, since the report 
will shed light on comparative values of 
display from the standpoint of “circulation.” 
This will be of aid in establishing correct 
display budgets, based more on what actually 
can be expected of display rather than on 
some individual’s conception of how much 
the display department should spend in a 
given period of time. 





Surrealism Invades 
Display Field 

Periodically a new form of “art” sweeps 
over the world; cubism, futurism, and other 
“isms” find a brief moment in the sun and 
then are gladly forgotten by most of us. 
But during the short time of their public 
recognition they have their effect on current 
matters. Surrealism is the latest to achieve 
the limelight. 

And so we are in for a temporary vogue 
of surrealistic window displays, since display 
must be on the alert to tie-in with fads, 
no matter how brief their duration. And 
surrealistic windows create attention; that 
has been proved by the series of displays 
used by Bonwit Teller, New York City. 
The decapitated figures, snake-like arms 
breaking through the background at a dozen 
different points, a single mannequin standing 
on a floor heaped high with tablespoons— 
the interest of the passerby is caught by the 
weirdness of the display. But we doubt that 
the interest aroused is transferred to the 
merchandise. 

When a tie-up is made with a legitimate 
form of art—such as was used during the 
revival of interest in Van Gogh a short 
time ago, when the themes of his paintings 
were translated into colors and arrange- 
ments of display—then it will sell merchan- 
dise. But when display depends for its in- 
terest on something as incomprehensible as 
surrealism, then the real object of display is 
lost and merchandise sales can not help but 
suffer. 





St. Louis Display Club 
Installs Officers 

Following a dinner at the De Soto hotel, 
December 21, members of the St. Louis Dis- 
play Club formally installed their officers for 
the coming year. Bert Rainwater, one of the 
oldest members of the organization, was in 
charge of the program and recounted the 
incidents of importance in the club’s history. 
Each officer was introduced and pledged 
himself to maintain the standards of the 
organization. 

The following office : 


were installed in 


president, Erwin Hiffman (reelected), Hiff- 
man 


Display Service; first vice-president, 
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William Schrick, Scruggs-Vandervoort-Bar- 
ney; second vice-president, O. R. Pechman, 
O. R. Pechman Company; secretary, Arthur 
Meyer, Maharam Fabric Corporation; treas- 
urer, Elmer Thiemann, Display Service 
Studio; sergeant-at-arms, Theo. Talisman, 
Jaccard’s Jewelry Company. 

A motion was passed which gave Pres:- 
dent Hiffman the power to appoint the board 
of directors for the coming year, the follow- 
ing men being named: chairman, H. L. Johr- 
son, Johnson-Sparks, Inc.; secretary, Arthur 
Meyer; Paul Fehlig, Fehlig Lumber & Box 
Company; Vincent Heier, H. Heier Studios; 
Armand C. Raining, Boyd-Richardson’s; Ec- 
win Peters, Hess & Culbertson; F. B. Catz- 
lin, Todd Studios; H. R. Kreitz, Western 
Display Service; Bodo Kurgas, Scruggs- 
Vandervoort-Barney; Otto Lasche, Klines, 
Inc.; Erwin Hiffman; O. R. Pechman; Theo. 
Talisman, Jaccard’s Jewelry Company; Wii- 
liam Schrick; Elmer Thiemann. 

In appointing the board members, Hifi- 
man selected a group representative of all 
phases of the display business. 





New Organization 
For Display Field 

A new creative, designing, and manufac- 
turing organization to serve the retail dis- 
play trade, known as Sales Promotion Stu- 
dios, Inc., has been founded in Chicago by 
Philip Morris, president, Morris-Schenker- 
Roth, Inc., a leading national advertising 
agency. The showrooms and factory are at 
617 North Aberdeen street. Morris, in his 
agency work, has long stressed the impor- 
tance of retail store tie-up and the coopera- 
tion of all departments in order to attain the 
most effective advertising results. 

The following men, well known in the dis- 
play field, and all widely experienced in 
sales, merchandising, and advertising, will 
represent the new company in these terri- 
tories: Max S. Mayer, the South and South- 
east; S. A. Morris, the West and the West 
Coast; M. H. Podolsky, the East, and Fred 
H. Ward, the Central West. 

Sales Promotion Studios, Inc., is said to 
have secured the services of one of the best 
window and interior promotional display de- 
signers in the country to head their creative 
department, and have completely equipped 
their plant with both facilities and outstand- 
ing engineering and production personnel to 
create displays in plastic composition, wood, 
glass, metal, cloth, papier-mache, and any 
other medium necessary to help retailers 
achieve new sales records and more profit. 

Even the birth of a definitely new trend is 
predicted, and to this end special surveys 
and analyses have been under way for some 
weeks. 





Art Display Supply 
Changes Location 

The Art Display Supply Company, Balti- 
more, Md., recently moved to their new 
“stream-lined” showrooms at 17 South Han- 
over street. Actual show windows, complete 
in every detail, have been built in the offices, 
which are described as very modern. A 
formal open house was held January 15, w ith 
a full line of new spring display items being 
presented for the approval of the many <iis- 
playmen and merchants who attended. 
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COLOREJ 
Art Board 
Is Stocked 


in the 








Principal Cities 
| Throughout the 
United States 


and Canada 



















THE COLOR 
GOES ALL THE 
WAY THROUGH 





No Edges to ‘Paint 


because the base is solid color all $ 
the way through, in a choice of either 

black or terra cotta which blends per- Write 
fectly with any surface color you use. | 


for the Name 


XO Edges to chinish of the 


TWENTY-TWO SURFACE COL- Nearest Dealer 





ORS—TWO BASE COLORS 


COLOREJ comes in Foil Surfaces of 
Silver, Copper, Gold, Red, Blue, Dark 
Green, Light Green, Lavender, Purple, 
Light Blue, and in TWELVE different 
Coated Surface Colors. 


PROTECTIVE LAYOUT SHEET 


Each board is covered with a protective 
pure white layout sheet on which your 
artist may sketch his design before 
cutting. 


CONVENIENT SIZE 


| COLORE) is not intended for structural 


use and is put up in 26x42” size, con- 
venient for shipping and handling. 


because COLORE)J cuts cleanly, leav- 
ing no fibre or rough edges to be 
smoothed down. All edges are fin- 





ished as they are cut. 





These are money-saving features. 
With painting and finishing com- 
pletely eliminated, the saving in time 
and labor gives you a big reduction 
in cost of cut-out displays when you 


use COLOREJ Art Board. 


NATIONAL DISTRIBUTOR 
C. F. Harris Co. 
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30 Lincoln St. 
Boston, Mass. 


Send for Free Color Chart with Samples 


DispLAY PrRopucts ComMPANY 


210 BROADWAY, EVERETT, MASS. 
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Invisible Glass folves 


Reflection Problem 


One of the outstanding window modern- 
izations of the past year was completed a 
few weeks ago on the rounded corner win- 
dow at Gimbel Brothers, Philadelphia, at 
the intersection of Market and Eighth, when 
it was equipped with invisible glass. 

The old window formed a ninety-degree 
curve and required a huge piece of bent 
glass, 15 feet high. On each side of this 
window was another window of flat glass, 
some 10 feet wide. The three windows, 
trimmed in the usual bronze, were isolated 
from the others by entrances, one on Market 
street and one on Eighth. 

Reflective conditions, as may be seen from 
the photograph, were extremely bad. Ordi- 
narily severe enough on a bright and busy 
street, these reflections, which increase as 
the square of the curvature, made the win- 
dow a mass of busses, people, lights, cars, 
signs, and other moving street images. No 
matter how carefully dressed and lighted, 
the window was always inadequate for show 
purposes and could be seen, in the daytime, 
only by the expedient of getting very close 
to the glass and shading out the reflections. 
And like all convex curved windows of this 
type it included the phenomenon of the spot 
reflection (of the observer himself) exactly 


By EDWARD S. ARKOW 
Gimbel Brothers, Philadelphia 


in front of the eyes—and no matter how the 
observer changed his angle this spot moved 
between him and the merchandise he was 
trying to see. 

A glance at the “before” picture herewith 
indicates the conditions mentioned. The Lit 
Brothers store across the corner is exhibited 
in greater detail than Gimbel’s own merchan- 
dise—even in the flat glass window adjacent 
reflective conditions are shown to be severe. 
By shading away the outside light the re- 
flections in the lower part of the window 
were ameliorated somewhat for the photo- 
graph, but the upper part was quite worth- 
less for display purposes. 

Silverman & Levy of Philadelphia were 


—Two interesting "before and after'’ pho- 
tographs are shown below. At the left is 
the large corner window of Gimbel Broth- 
ers, Philadelphia, as it was until a few 
weeks ago. Reflections made it practically 
impossible for passersby to see the dis- 
play. At the right is the same window, 
rebuilt in the modern manner, and 
equipped with invisible glass. Every de- 
tail of the display stands out with perfect 
clarity. The side mirrors contribute an 
illusion of space— 





the architects for the renovation. The gen 
eral contracting was given to Samuel H. 
Levin, and the invisible glass installation to 
H. Perilstein. The three windows were 
ripped out and the larger part of the two 
side ones incorporated into the entrance 
ways. A new marble pier with a black 
marble base replaced the bronze work with 
the curved window. The latter was greatly 
cut down in height, becoming 5 feet from 
head to sill, and equipped with invisible 
glass. Bronze mouldings were put on each 
side of the new window and an ornamental 
bronze design forms the head-piece. 

The invisible window is of the so-called 
“reverse bend” type, curving backwards and 
upwards from the sill. The black baffle 
which absorbs the reflections is on the soffit, 
or ceiling of the window display, back of 
the ornamental bronze head. The depth and 
three-dimensional effect of the invisible 
glass is further heightened by the curved 
front which throws additional depth into the 
window center. The sill forms a straight 
line, or chord, across the arc of the curved 
pier front. 

The background of the new window is of 
English hardwood and goes back into a 
shallow curved pocket. As in most invisible 
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—Above is another Gimbel Brothers display 
behind invisible glass. It has been esti- 
mated that more than 400 people an hour 
stop before this window, attracted by the 
perfect visibility of the display. The poster 
reads: "You are now looking through the 
world's largest invisible glass window. Dedi- 
cated to Gimbel's 94th Anniversary sale"— 


glass windows, mirrors cover each side of 
the window, so that the illusion of a much 
wider window is gained, and the angle of 
vision is greatly increased for the passer-by. 

Removing the reflections of this corner 
window has effected a miracle in the value 
of display that is possible now. The reduc- 
tion in size alone has changed the window 
from a large unwieldly mass to a small focal 
unit suitable for spot displays or a related 
ensemble all within the ordinary eye “take.” 
The extra space in the old window served 
merely to distract the eye from the display 
center and break up the unity of the exhibit. 

Small related ensembles of softest colors 
and finest textures appear at their best in 
the new window. The remarkable clarity of 
the display, gained through the invisible 
glass, is added to by the loss of color dis- 
tortion (which through some flat plate glass 
windows is as much as 2 per cent) and the 
dissipation of shadows which are absorbed 
in the same manner as reflections. 

The advertising value of the new window 
is exceedingly large. The estimate of those 
who stop to peer in at the new window, 
most of them amazed at the seeming lack 
of any glass at all in the opening, is well 
over 400 per hour in the daytime. Occa- 
sionally a severe case of finger printing is 
observed on the window, due to the uncon- 
trollable impulse of the populace to feel 
for the unseen glass. This calls for slightly 
more cleaning than flat glass, but serves to 
demonstrate the exceptional value of the 
window in attracting attention. 





Display Companies 
Consolidate 


Announcement has been made to the dis- 
Play field of the consolidation of the Dis- 
Play Products Company, Somerville, Mass., 
and the Charles F. Harris Company, Boston 
and Everett, 


Mass. Since the Display 
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Products Company was organized as a divi- 
sion of Consolidated Paper Box Company, 
the growth of the business has been phenom- 
enal. The firm has added several new dis- 
play products to its original line, sold exclu- 
sively through jobber representation. 

Under the management of John D. Wilson, 
the firm recently found it necessary to take 
on more floor space to accommodate the 
demands of the business. The consolidation 
with the Harris company, manufacturers of 
displays, gives the two companies combined 
manufacturing space in Somerville and 
Everett, and showrooms in Boston. The 
plant production will continue under the 
capable management of Andrew Payberg. 
The production of the organization will be 
considerably augmented later in the year by 
the manufacture of new products yet to be 
announced. At present the company is fea- 
turing its “Colorej” artboard with twenty- 
two stocked colors and an attractive spring 
color line of “Metalflex.” Their die-cut let- 
ters and “Chrometalflex” are well-known 
throughout the display field. 





Moves To Larger 
Quarters 


For the fifth time in less than twenty 
years Beck & Wall, Inc., Cleveland, have 
moved to larger quarters to take care of 
substantial increases in business. The com- 
pany makes convention and trade show dis- 
plays as well as itinerant window displays 
for some of the nation’s leading advertisers. 
The latest move, from 2110 Superior avenue 
to 1800 East Thirtieth street, provides Beck 
& Wall, Inc., with 24,000 square feet of 
space, double that of the old _ location. 
Newly furnished offices, modern machinery 
and equipment have been installed. 





Linden Takes Over 
New Department 

Vic Linden, formerly on the display staff 
of the J. C. Penney Company, Inc., Spokane, 
Wash., has been appointed director of a 
newly created interior display department at 
The Crescent, of the same city. Linden is 
chairman of the board of the Pacific Coast 
Association of Display Men and is very 
active in display circles. 

















IBCOFOIL 


The NEW FOIL 
MOULDINGS 


We have enlarged our line to embrace the 
manufacture of a complete range of foil 
mouldings, in gold, silver and copper foil, 
both bright and satin finish. 


This will duplicate all of our chrome num- 
bers and also others to specification. 


Our new pyroxolin colors will make this 
the most comprehensive line of wood core 
mouldings manufactured anywhere. 





CIRCULARS AND PRICES 
ON REQUEST 


DEALERS SEND 
FOR DISCOUNTS 


BERLIN’S “IRBECO” 
CHROME MOULDING 


100 4nb'ssw reatoxes 100 
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new YORK CITY, 


309 W. 44th ST. 
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MAY IT BRING YOU 


Happiness 


Prosperity 
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FISHER DISPLAY SERVICE 


560 W. LAKE ST. CHICAGO 








PRICE MARKERS .... 


Interchangeable numerals in nine colors. Also 
REDIKUT LETTERS for Signs, Showcards, 
Displays in ten standard colors. Popular sizes 
and styies. 


ASK YOUR DEALER. Write for samples 


THE REDIKUT LETTER CO. 
524 S. SPRING ST. LOS ANGELES, CAL. 
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John R. Foley Wins 
Fur Week Contest 


The National Fur Week committee has 
announced the winners of the 1936 window 
display contest, awarding first prize of $5( 
to John R. Foley, display manager, La Salle 
& Koch, Toledo, Ohio, for a display featur- 
ing ermine wraps and accessories. Windows 
were judged for originality, design, effective. | 
ness of appeal, and for general effect. | 

Second prize, $25, was awarded to Best & §& | 
Co., New York City, Richard Terhune, dis- | 
play manager. The window showed seve1 
ermine wraps and coats with coronation | | 
accessories leading to a central series 0: J | 
steps and a curtain background. Third prize | | 
of $15 went to George H. Wagner, Georg< | 
B. Peck Company, Kansas City, Mo., while 
fourth prize of $10 was won by Guy H. Mal- 
loy, display manager, Neiman-Marcus & Co., 
Dallas, Texas. The window background was 
in antique beaded wood, using blue in a 
direct light and giving a subdued back- 
ground for the figure. 

The judges were Albert Bliss, Bliss Dis- 
plays; Miss Polly Pettit, New York School 
of Display; John A. Rosenberg, Abraham & 
Strauss, and Lawrence Valenstein, The Grey 
Advertising Agency. Honorable mention was 
awarded by the judges to the following: 

Orville Elliott, W. M. Whitney & Co., 
Albany, N. Y.; A. G. Rohl, O’Connor, Mof- 
fatt & Co., San Francisco, Calif.; Kenneth 
Duncan, The Boston Store, Milwaukee, Wis. ; 
John W. Tarpey, DeJong’s, Inc., Evansville, 
Ind.; J. Cooper, G. Fox & Co., Hartford, 
Conn.; Frank Early, Gilchrist Company, 
Boston, Mass.; Everett W. Quintrell, The 
Elder & Johnston Company, Dayton, Ohio; 








L. A. McMullen, Eastern Outfitting Com- 
pany, Portland, Ore.; Leo Mans, The B. rove 
Forman Company, Rochester, N. Y.; A. J. DI: 
Roeder, Wm. H. Block Company, Indian- Von 
apolis, Ind.; William Arinow, The John te 
Shillito Company, Cincinnati, Ohio, and 7 
James G. McBain, Livingston Brothers, San 
Francisco, Calif. Pay 
ma: 

4 ner 

Elliott Hunter In to ; 
New Position ple 
Elliott Hunter, formerly cardwriter with sho 
the display staff of The Paris, Great Falls, che 
Mont., has accepted a position as first as- I 
sistant to Stan McDonald, display manager, —_ 
Hennessy’s, Butte, Mont. A 
me! 

este 

do 

DI: 

—Winners of the first three prizes of $50, Cin 
$25, and $15, respectively, in the National you 
Fur Week display contest are shown at the A 
left in the order selected by the judges and 
of the contest. Top, the display of John 7 
R. Foley, La Salle & Koch, Toledo, Ohio; Ne 
center, display by Richard Terhune, Best & DI: 
Co., New York City; third, George H. Wag- oe 
ner, George B. Peck Company, Kansas City, ent: 
Missouri— wi 
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$23 For Your Originality 


DISPLAY WORLD 


in This Display Contest 








REWARDED BECAUSE 


he did NOT say: 





ey 





' AW-MY BOYS HERE IN THE SHOP CAN 
MAKE THAT--JUST AS GOOD, AND CHEAPER .” 

















Here is a display contest that is different 
from any you ever entered! Sponsored by 
Old King Cole, Inc., Canton, Ohio, and 
DISPLAY WORLD, this unique contest of- 
fers a cash award each month for originality. 
Here are the simple rules: 

Old King Cole-DISPLAY WORLD will 
pay $25 to—and pin a medal on—the display- 
man who proves, in the most original man- 
ner, that he did not, during 1936, ever say 
to a salesman who had just exhibited sam- 
ples or sketches: ““Aw—my boys here in the 
shop can make that—just as good, and 
cheaper !”—or words to that effect. 

This isn’t a gag. We'll really pay the 
money. And give the medal, too. 

Any person working in tne display depart- 
ment (window or interior) of any retail 
establishment is eligible. To enter all you 
do is write “Didn’t Say” Contest Editor, 
DISPLAY WORLD, 1209 Sycamore street, 
Cincinnati, Ohio, telling why you think, on 
your record, you should win the prize. 

Although the contest is basically facetious 
and good-humored, the monthly prizes—$25 
in cash and a medal—are real and bona fida. 

Letters must be postmarked not later than 
the last day of the month of the dating of 
DISPLAY WORLD. Winners will be an- 
nouiced the second month following. All 
entries become the property of DISPLAY 
WORLD. 

















exclusive 


The judges are: Kay Kamen, 
representative of Walt Disney Enterprises; 
S. R. Mackabee, director of displays, The 


May Company, Cleveland; W. L. Stens- 
gaard, president, W. L. Stensgaard & Asso- 
ciates. Their decision is final. 

All entrants, whether they win the cash 
prize or the medal or not, will receive a 
reprint of the cartoon, autographed by Al 
Parke, on heavy paper, suitable for framing. 

It is not necessary to be a subscriber to 
DISPLAY WORLD or a customer of Old 
King Cole, Inc., to compete. 

The “Didn’t Says” will be changed each 
month. 

Displaymen may submit a “Didn’t Say” to 
contest editor. If it is used $10 will be paid 
displayman sending it in. 

Get in the game! It will be just as enter- 
taining and long-lasting as your cooperation 
makes it. 


Dis-Play-Well, Inc., Buys 
New Jersey Service 

Dis-Play Well, Inc., New York City, has 
announced the purchase of the New Jersey 
Display Service, Newark. The New York 
firm, long regarded as a_ well-established, 
ethical organization, feels that by adding the 
state of New Jersey to its territory it will 
be able to cover the metropolitan area in its 
entirety. 
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Display Paper 
10 Feet Wide 


An entire window background 
No cracks. 
Takes water color paint. Light, 
but strong enough to hang by 
thumb tacks. White. Roll 10” 
diameter. 200 feet per roll. 


@25c Lineal Foot 


in one piece! 
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C EEE. Put Real Spring 


in your 
1 he Show Windows 
Mg: with 
se" = HAMBURG 
GRASS MATS 


Better coverage—no burlap showing through— 
fast color—3 grades, 28, 32, and 56 rows. 


Insist on Hamburg Grass Mats for Finest Quality 


HAMBURG FLORAL MFG. CO., INC. 
HAMBURG, NEW YORK, U. S. A. 
Largest American Manufacturer of Grass Mats 

















JUST A REMINDER! 


Write today for your 
copy of my 
SILVER 

ANNIVERSARY 
CATALOG No. 20 
One hundred eighty 
pages of supplies for 
Displaymen, Artists, 
Show Card Writers, 
Sign Painters—contain- 
ing everything modern 
and helpful in mate- 
rials. Just a postal 
will bring your copy. 


Bert L. Daily 


122 E. Third Street 
DAYTON. OHIO 











SLEEVE FORMS 


The only Sleeve Forms made to con- 
form with your specific need—for 
Men’s, Boys’ and Women’s Mannish 
Suit and Coat Display. Endorsed and 
used by: 

John David --Arnold Constable 

f Broadstreets--Franklin Simon & Co. 

{ Saks & Co. --Weber & Heilbroner, etc. 


- MB Goodman Guaranteed Turntables 


Silent, sturdy, self oiling for 1 year—write for 
literature and Special 5-Day Approval Offer. 


Goodman Flexible Sleeve Form Co. 


Manufacturers of the Famous Goodman Patent 
Sleeve Forms and Rotary Display Specialties 
217 West 125th St. New York. N. Y. 
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—At the upper right is a photograph which 
shows very vividly the adaptability of the 
lighting treatment discussed in this article. 7 
The plastic figure of a football player stood | 
on a sheet of frosted glass lighted from | 
below— 4 


—The same setting seen in the other photo. || 

graphs on these two pages was used for 

the display of Zion curtains, yet the setting 

looks as if it had been created especially 
for the curtain display— 





—Slender drapes of Acele by DuPont wer» 

supplemented by small figures clothed in 

frocks made of the same material. In the 

center of the "L''-window is a representatio. 

of the column Vendome, symbolic of Frenca 
fashions— 


sis ¥ ee ASE See Ts é 


[Continued from page 18] 

the figures of the woman and the birds. (The 
large swan was poised on a piece of frosted 
glass lighted from below.) The lighting, 
while concentrated on the figure of the 
woman, was sufficiently diffused to show the 
apparel on the two mannequins. This type | 
of window lighting has many possibilities 7 
and will undoubtedly play a great part in 
the displays of the future. 

The display of knitted fashions portrays © 
the type of merchandise for all occasions. 7 
Each mannequin had a small window card @ 
placed before it, reading, respectively for the 
three, “Going Downtown,” “Football,” and 
“Afternoon.” Again the attention was caught | 
by the central figure of the background, 7 
while the mannequins were included in the 7 
diffused light. a 

The effect achieved is very similar to the © 
way “Vogue” portrays smart fashions in § 
their clever shadow photography. 

The display of curtains illustrates to what 
advantage these backgrounds can be used. 7 
In this display it really looks as if this § 
special setting were made for the curtain 7 
treatment. 3 

The display of Acele by DuPont shows an 
entire “L”-window using slender drapes that 
blend with the dresses worn by the five 
small figures. The center attraction was the 
column Vendome, symbolic of French 
fashions. ‘ 

These displays all brought about consid- | 
erably increased sales in the various depart- § 
ments represented. The backgrounds de- § 
scribed were all made in the store’s studio 
at little expense, and gave us the oppor- 
tunity to make frequent changes in the 
appearance of our windows at minimum cost. 

Just as described in this article, frequently | 
one can find little innovations which step up 
the pulling power of a window without add- | 
ing much, if anything, to the cost of the @ 
display. It is as much the duty of the dis- 4 
play manager to seek for these extra touches 
and to use them, even experimentally, as it 
is for him to see that the windows are § 
changed at the required time. 

So when the merchant does not put obsta- 
cles in the way of the displayman, but per- 
mits him to work with an adequate budget, 
and when the displayman reciprocates by 
looking for new, inexpensive ways of adding 
to the selling power of his displays, both 
will reap from the harvest of good displays 
which will naturally result: the merchant 
through increased sales, and the displayman 
through a good job well done. 
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ringing Ihe Mountain 
To Ihe Prophet 


By HORACE MILLHONE, Advertising Manager 


Pierce-Arrow Motor Corporation, Buffalo 
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Mohammed, when he found that the moun. 
tain would not come to him, wisely decidec 
to go to the mountain. But had the Orienta 
prophet lived in the present era and en. 
gaged in the fascinating problems of mer 
chandising, he would have learned that i 


is possible to reverse the established order 


and “bring the mountain to Mohammed” viz 
display coach. 

Just as the American public has welcomed 
the automobile trailer as a “home on wheels,’ 
so are American merchants turning to the 


commercial trailer as a means of taking 


their showrooms direct to the customer. 
Regardless of whether the commodities ar¢ 
to be displayed before the ultimate con- 
sumer, as is the case where used by retail 
stores, or before the merchant himself, the 
commercial display coach answers the re- 
quirements efficiently and economically. In- 
cidentally, this growing practice presents 
an interesting problem for the display execu- 
tive—that of arranging traveling displays. 
Not long ago a Missouri department 
store purchased a commercial trailer as an 
experiment. A number of colleges and uni- 
versities are scattered around in the store’s 
trade area, but it was felt that the College 
Shop was not receiving its share of the stu- 
dent trade. Accordingly the trailer was 
fitted out with a complete display of col- 
legiate apparel and driven to the nearest 
campus. So much interest was shown by the 
students that it was several hours before the 
trailer attendants could get their mobile dis- 
play en route to the next stop. No sales 
were made from the trailer, the store man- 
agement wishing first of all to note the re- 
ception given the idea. However, on the 
next trip around the college trade territory, 
the stock of the trailer was depleted repeat- 
edly. Furthermore, sales in the store’s Col- 
lege Shop took a decided upward spurt. 
The same store, wishing to secure greater 
rural and small-town response to their spe- 
cial sales events, hit on still another use for 
the commercial trailer. As soon as their 
newspaper advertising is released, relative 
to a sale, the trailer is equipped with rep- 
resentative displays of the merchandise to 
be featured and is sent to the dozens of 
small towns which surround the city in 
which the store is located. The trailer is 
parked in a conspicuous place, arranged for 


—Three examples are shown here of how 
mobile displays can be employed to convey 
a representative stock of merchandise di- 
rectly to the possible purchaser. An ample 
amount of material can be shown to insure 
an impressive presentation, and the rela- 
tively limited space of a commercial trailer 
serves to concentrate the attention of the 
buyer— 
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—Even bulky objects, such as refrigerators, 
can be shown in the commercial trailer. 
While no attempt has been made to drama- 
tize the display shown above, it would be 
easily possible; consider, for example, the 
use of photographic blow-ups of appropriate 
scenes for the walls and ceiling of the coach— 


through some local civic group, which also 
assists in publicizing the promotion. <A 
small donation to the club is usually all that 
is required to secure the cooperation of its 
members. No attempt is made to sell mer- 
chandise from the trailer. Its sole purpose 
is to display the bargains to be found at the 
store during the sale. 

Recently a Chicago firm, dealing in dis- 
play material and equipment, decided to try 
out the commercial trailer in covering their 
Midwest territory. A completely representa- 
tive stock of their display fixtures, manne- 
quins, etc., was carefully arranged in the 
trailer and an intensive trip throughout IIli- 
nois and adjoining states was started. Dis- 
play managers, always pressed for time, 
welcomed the idea of being able to step out- 


side their store doors and into a complete 
display of the firm’s line. The trip was so 
successful that the trailer will be placed in 
regular service, and may be supplemented by 
others. 

Many similar examples could be cited, for 
other organizations have found that the com- 
mercial trailer must be given consideration 
in modern merchandising. The marked eco- 
nomic advantages and wide range of utility 
of the salesroom on wheels are at once 
obvious. Sales expense may be reduced to 
a minimum and selling efficiency stepped up. 
Retailers find uses for the trailer, such as 
described above. Manufacturers and jobbers 
are learning that it permits the salesman 
to carry a complete line of samples direct 
to the door of every buyer in his territory. 
It permits him to make smal! points between 


[Continued on page 44] 


—An exterior view of the modern display 

coach made by the Pierce-Arrow Motor Cor- 

poration. This mobile displayroom has an 

added advantage—it is also a traveling 
outdoor poster— 
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NOW AVAILABLE 
EASTER and CORONATION 


DISPLAY 
CATALOGUE 


All your Easter decorating 
materials and specialty Coro- 
nation pieces and colors. 


® 
If not already on our mailing 
list send for copy at once. 
* 
Discounts available to legiti- 
mate display jobbers. 
* 


LEWIS DISPLAY MATERIALS, Inc. 
480 Lexington Ave. New York City 
Styled Displays Sell More Merchandise 


BASSONS 


INCORPORATED 
123 FULTON STREET 
NEW YORK CITY 


PAPIER MACHE DISPLAYS 


in THE THIRD Dimension 
ADVERTISING, CONVENTION, MANNEQuiNs, WINDOW, ETC. 


FULL ROUND or HALF ROUND 
DISPLAYS HAVE LPEETL 


WE ARE EQUIPPED TO DEVELOPE 
AND EXECUTE YOUR IDEAS 








A limited 
supply of these 
sets available 


INTERCHANGEABLE 


ALS at $1.00 per set 


CONSISTING OF: 12 Numerals each, 0-9 
incl., 12 each $ and cts, decimal marks, and 
12 ass’t lengths heavy black steel bases. Total 
168 pieces. Ivory, Yellow, Red, Green. 1” or 
4” size. Shipped C.O.D. or send money crder. 
Orders for 12 or more sets only 
COMBINATION PRODUCTS CO. 
64-74 W. 23rd St., New York City 


AMES 


Metal Moulding Co., Inc. 
226 E. 144th St. 
New York City 
Mott Haven 9-7373 








MOULDINGS 
AND 
FRAMES 
BRASS 
COPPER 
CHROME 
ALUMINUM 


87 DIFFER- 
ENT STYLES 














Background Displays Built To Your Sketch 


Also 
Scroll and Filigree Cut Outs 


BEAUTIFUL Mounted on Blue, 
CATALIN Black, Green, & Pink 


LETTERS MIRRORS 


American Display & Novelty Co. 
20 West 22nd Street, Dept. D. 12, New York, N. Y. 
Distributors N. Y. State for REDIKUT Letters 








RAISED LETTER DISPLAY SIGNS 
ON PLATE GLASS MIRROR (BLUE, PINK, GREEN 
& BLACK) ALSO ON METAL, WOOD AND VARIOUS 
MATERIALS. PHOTOGRAPHIC CUT-OUTS ON PLY- 
woop uP TO 20x30. WE ARE ALWAYS CREATING 
SOMETHING UNUSUAL. IF YOU ARE INTERESTED 
IN THE NEW AND NOVEL, IT WILL PAY YOU 
TO BE ON OUR MAILING LIST. USE YOUR 
LETTERHEAD FOR ATTENTION. WRITE TODAY, NOW. 
ADDISY DISPLAY SIGN SPECIALTIES 


64 west 23RD ST., NEW YORK CITY 
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' —A striking container, in }’ 
' silver metalskin lined in yea 
rose or green silk, is used by 

for the Barbara Bates "'Cor- ing 

onation" manicure set. Con- mg 
: taining all the essentials =a 
for complete beauty treat- .. 
ments for the hands, the kit this 
is most attractive, either ber: 
open or closed— par’ 
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—A bright plaid effect gives life and h 
color to the containers designed by iten 
Robert Gair, New York City, for the ah 
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10-year-old Highland Queen Scotch (7 ! 
whiskey distributed by F. C. G. Import- © in 


ers, Inc., of the same city. The Christmas 


























—Kay Displays, Inc., New York carton reads, "For Auld Lang Syne'"— “san 
City, is responsible for the beau- os 
tiful display for Elgin watches. mat 
Three time-pieces revolve on a - ' 
leather-covered turntable drum * Wil 
(battery driven) underneath the 3 To 

. 2 V 
observatory arch. To permit un- 

; . vert 
damaged shipment of the display, ; Ok: 
special velour-lined wooden trans- —Hiram Walker has long been noted | posi 
portation cases were provided— for their splendid window pieces. The 5 Sto: 

example shown here carries out the | ope! 

- Christmas theme in a most effective bee 
manner. Such a set-piece makes it easy Ad 

to install an attractive window, whether Dis) 

the display is put in by the retailer or S) 

a professional installation man— rais 
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—The two-plane display for og 
the Miller Brewing Com- a 
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Boston Club Elects 
New Officers 

At the November meeting of the Boston 
Display Men’s Club, held at the Hotel 
Brunswick, the following officers were 
elected: president, Samuel Branz, William 
Filene’s Sons Company; vice-president, Sam- 
uel Rosenberg, Scott Furriers; secretary, 
Join G. McCarthy, Brown Durrell Com- 
pany; treasurer, Walter J. Kelley, Delano 
& .o.; trustees, Walter J. Kelley, Delano & 
Co.; Arthur Hannagan, A. E. Sutherland 
Company, Lawrence, Mass., and John J. 
W:ite, J. W. Brine Company. 

l'resident Branz plans to make the coming 
year one of the biggest in the club’s history 
by -ombining educational lectures, interest- 
ing ialks, and entertainment at each meet- 
ing A committee is working with the uni- 
vers ty extension courses, conducted by the 
state. to start a series of studies on display 
for ‘hose who wish to better themselves in 
this field. Instruction will be given by mem- 
bers of the club who are outstanding in their 
particular specialty. 

Postponed during the holiday season, the 
meetings of the Boston club are to be re- 
sumed this month, 





Ladon Introduces 
Mirror-Chrome 

“Mirror-Chrome” banding, a new display 
item which is being well received by the 
display field, has been introduced recently by 
the Ladon Company, Chicago. Obtainable 
in three sizes, % inch, 34 inch, and 1 inch 
in width, the banding is of chrome-plated, 
flexible metal scored at intervals about %4 
inch apart. Highly reflective, it may be used 
as moulding, for finishing pedestals, and for 
many other purposes. 


William Voltz Goes 
To Wenatchee 

William Voltz, formerly display and ad- 
vertising manager for Blackwell’s, Inc., 
Okanogan, Wash., has accepted a similar 
position with the Wenatchee Department 
Store, Wenatchee, Wash. The position left 
open at Blackwell’s by his resignation has 
been filled by A. L. Gillette, Spokane. 


Added Services For 
Display Field 

Special background effects in catalin and 
raised catalin letters, together with scroll 
and filigree cut-out service from sketches 
supplied by the display profession, have 
been made available by the American Dis- 
play and Novelty Company, 20 West Twenty- 
second street, New York City. 


Hal Carleton Opens 
Display Class 

Hal M. Carleton, who resigned some time 
ago as display manager for S. H. Kress, 
New York City, to form his own display 
company, has opened a class for practical 
display instruction. Two classes a week will 
be held, the course requiring six weeks. 











New Display Service 
For Greensboro 

The Dixie Display Service has been 
opetied in Greensboro, N. C., by R. F. Quate 
and R. E. Lineberry. The company will en- 
gage in window display, theatre display, 
commercial signs, and related work. 
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A NEW kind of ACTION, with mar- 
velous possibilities for ingenious treat- 
ment of displays, can now be obtained 
with 


SPELL-O-LIGHT 


Electrical Contacts 


Advantageously and inexpensively, 
O-LIGHT replaces most motor-driven flashers. 
Cost so negligible as to be truly amazing. 
A fresh, 

ACTION for any display or window dress- 


Clever sequence and variable timing 
positively stops passers-by. SPELL-O-LIGHT 
took Europe by storm. Now introduced in 
the U. S. for first time, and American made. 
In every way, SPELL-O-LIGHT fills a long: 
felt want. 


INVESTIGATE! 















SPELL- 





different, attention - compelling 
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Tren ton, NJ 
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tive scheme. 


fabric dealers. 





DISPLAY FABRICS wih EXTRA “EYE APPEAL” 


Asher and Boretz, Inc., offers a large variety of washable, 
artificial leather fabrics in scores of brilliant, unusual colors 
to make display planning easier. 
purpose—a color to harmonize or contrast with any decora- 
Display men have found that Asher & Boretz 
pyroxolin coated fabrics “stand up” better—they “handle” 
and wash easily and are waterproof. 
ples and details about the special service available to display 
No cost or obligation. 


ASHER and BORETZ, INC. 
COATED TEXTILES 
DEPT. E, 900 BROADWAY, NEW YORK, N.Y. 




















There’s a fabric for every 


Write today for sam- 


ACT NOW! 











VALANCES 


An inexpensive way 
to improve 


DISPLAY WINDOWS 


Send Glass Sizes for 
Samples and Designs. 


Camden Artcraft Co. 


160 N. Wells St., Chicago 

















Use Modern Die-Cut Display Letters 
for sales producing displays, signs and show 
cards. 

Cork, Felt, Poster Board, Gummed 
Paper, etc. Attractive colors to make your 
selection from. 

Millions of letters in stock at all times in mod- 
ern styles and desirable sizes. Catalog free. 
FELT LETTER STUDIOS, MFRS. 
£38 South Wells Street Chicago, Illinois 
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Fine Beer Deserves 
Fine Display 


By E. A. WITKE, Advertising Manager 


Fox Head Waukesha Corporation, Waukesha, 


The importance of good point-of-sale pro- 
motional material in the sale of quality beer 
can hardly be over-stressed. That is amply 
proved by our experience in promoting the 
sale of Fox Head 400 beer. Unless the best 
of such material is used, all the care exer- 
cised in the brewing of a fine product, the 
distributional program involved—everything 
is nullified if proper attention is not given 
to the problem of persuading the customer 
to purchase the beer. For, just as with other 
merchandise, it is not enough to sell only to 
the retail outlet: it is also a part of the manu- 
facturer’s task to aid in making the sale to 
the consumer. 

In the sale of beer, our competition is not 
confined to that of other breweries. Our 
real competition is outside the industry. The 
typical family chooses between a pair of shoes 
for the baby, or a new hat for father; bever- 
ages, or a night at the movies. Even when 
beverages are selected there is still the ques- 
tion of which to choose: tea, coffee, beer, 
cocktails, highballs. It is only after beer has 
been made the final selection that we enter 
into competition with other breweries. 

Fortunately, in Fox Head 400 we had a 









premium beer which gave us a natural slogan: 
“For Those Who Make a Fine Art of Living.” 
Our potential market was made up of those 
who could afford to gratify their taste for 
the better things. It was realized that in 
stressing the theme of exceptional quality 
it was necessary that all forms of advertising 
be of the type which would enhance the pres- 
tige of the beer. 

Therefore it was essential that point-of- 
sale promotional material be dignified, neat, 
and of the finest. We chose material of a 
considerably higher grade than we normally 
use to stimulate the sale of beer. So effective 
has it proved that it is entirely likely that 
this form of advertising will influence the 
advertising material produced for other 
breweries. 

Every bit of our point-of-sale advertising 
carries the same theme mentioned above. 
This is true of bottle labels, coasters, litho- 
graphed wall and back-bar set pieces; even 
the glasses which we supply, and which are 


—Typical examples of the fine point-of- 
sale promotional material used for the 
stimulation of Fox Head 400 beer sales. 


Wis. 


more delicate and esthetically appealing thar: 
those customarily used, carry a screen proc- 
essed slogan. 

Shown here is some of the point-of-sale 
promotional material which has served us so 
well in establishing Fox Head 400 as the bee: 
of connoisseurs. The three set pieces at the 
top of the photograph are beautifully litho- 
graphed in full color to show a ballroon: 
scene which immediately conveys the idea o* 
nice surroundings and people of good taste. 
Each set piece is easeled, of course, while 
the one in the center is also provided with a 
chain for wall use. This particular piece 
is covered with “krystal,” which enhances 
the richness of the colors and gives the scene 
still more dignity and effectiveness. 

The departure from the customary formula 
for beer advertising was made necessary by 
the idea around which the entire promotional 
scheme was worked up—that of a fine beer 
for “those who make a fine art of living.” 
Constantly increasing sales, aided by fine 
point-of-sale helps, have certainly proved 
that we were right in our assumption that the 
one basic idea of quality shou'd dominate 
our advertising efforts on Fox Head 400 beer. 
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—Winner of a $250 check and first prize in the Adler Rochester display contest held from 


September 15 to December 15, 


white crushed plush. 


1936, this window was designed by Jack Dean, 
display for sixteen Brooks Clothing Company stores in California. 
The background panel was in black velvet, with white cutouts. 


director of 
The floor was covered with 
Silver and 


red added color to the very attractive window— 





New Trouser Rack Has 
Large Capacity 

A new type of display rack for men’s 
trousers has been introduced by G. G. Kauf- 
man, The Trowserak Company, New York 
City. The rack makes possible the display 
of trousers on movable wire arms upon 
which the trousers may be slipped or taken 
off. The rack is adjustable to fit floor re- 
quirements and is designed to show the mer- 
chandise by models, sizes, and prices. 

















Sloan To Represent 
Advertising Plastics 


New York City, 
announces the appointment of David Sloan as 


Advertising Plastics, Inc., 


Eastern sales representative for their Plastic- 
that 
numerals in 


Rite electric pen creates raised wax 


lettering and various colors. 


Sloan’s territory will embrace the seventeen 
seaboard, extending 


states on the Eastern 


from Maine to Florida inclusive. 


—Martin's tap room, Chicago, uses a blow-up of their head bartender, mounted on wall board, 
to inject a personal note into their window display— 
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ZING GOES 
THE PUCK! 


Flashing skates—flying figures — passing 
puck — whirling sticks — boy, what a game 
is hockey! What a thrilling picture of 
animation. 

That same factor—ANIMATION—will 
make your window and counter displays 
much more effective if you animate them 
with a PENDULUM POWER UNIT. It's a 
top-notch attention-getter! 





The Pendulum Power Unit is wonderfully 
simple, adaptable, efficient, easy to in- 
stall. Can be arranged without difficulty 
to give various types of motion—up and 
down. left to right, semi-circular and many 
others. Operating cost is practically noth- 
ing... less than a cent a day. 
Send for descriptive folder. 


“Motion Sells More Goods” 
MOTION DISPLAYS Inc. 


Divisicn of Mergenthaler Linotype Company 


27 RYERSON ST. |B 1010) Oe @. Fn, Fe & 
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By W. S. BROWN, JR. 


As one of the leaders in the national field 
of bottled beverage manufacturers we, quite 
naturally, have used every form of adver- 
tising available .. . but it was not until our 
price reduction last spring, which opened up 
a brand new market, that point-of-purchase 
advertising was made a primary medium. 
While we have always appreciated the value 
of this form of advertising our distribution 
set-up and the premium price asked for our 
product did not lend itself 100 per cent to 
display advertising. We had always fur- 
nished display material to our own specialty 
salesmen and to jobbers for distribution by 
their men and, naturally, were somewhat 
limited in our operations because of the 
waste that creeps into this type of distri- 
bution. 

In lining up our plans for the price reduc- 
tion, particularly in those areas where we 
established direct delivery to the retail 
stores, we considered it wise not only to 
increase our total appropriation for point- 
of-purchase advertising but greatly to in- 
crease our appropriation for labor—actually 
installing our display material, both com- 
plete windows and miscellaneous placements 
in the store. This was done as a sort of 
insurance toward the proper use of our mer- 
chandising helps. 

In laying out our plans we first deter- 
mined the total number of independent out- 
lets in each major city including grocery, 
drug, delicatessen, confectionery, candy, and 
liquor stores through which we obtain sales, 
and from this figure established a certain 
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Complete Program Features 
Canada Dry Display 


Canada Dry Ginger Ale, Inc., New York City 


percentage of stores in which we expected 
to obtain immediate placements. Roughly 
speaking, we decided that one complete win- 
dow installed in every fourth Grade A or 
Grade B store, once every two months, would 
give us ample coverage and we made our 
plans accordingly. 

In some cities we have handled this work 
through professional display companies; in 
other cities we decided it would be more 
advantageous to establish our own display 
department; in still others, where our busi- 
ness is quite seasonal, we use a combina- 
tion of both systems having our own men 
to take care of the bulk of the work and 
contracting for the balance. 

In addition to our complete window dis- 
plays we designed a line of display mate- 
rial—very simple to put up and inexpensive 
—for the use of our own salesmen and 
driver salesmen in calling on the retail 
trade. The attractiveness of our packages 
along with the news value of the reduced 
price gave us an ideal set-up for obtaining 
display by this method. 

In announcing this price reduction we de- 
signed a complete assortment of display 
pieces going from an inexpensive window 
poster to a rather deluxe window display 
and including such items as bottle tops, 
counter cards, counter stands, jumbo bottles, 
metal signs, decalcomanias, floor stands, etc., 
all in the same general color scheme and 
with the same general theme—Canada Dry 
ginger ale, sparkling water, and lemon-lime 
rickey now in three sizes at new low prices. 
The photographs give a good idea as to the 
range of this material, all of which was 
made in full color and distributed in gener- 
ous quantities. The results of our first plan 
were unusually successful and we continued 
along the same basis with new material for 
succeeding months. 

Probably the most successful investment 
we have ever made in point-of-purchase ad- 
vertising has been the Canada Dry floor 
stand which holds approximately three dozen 
bottles—one dozen each of three sizes—and 
has proven the strongest sales item we have 
ever used in the trade. Not only has it sold 
merchandise but it has been the most suc- 
cessful way of getting over to the public our 
complete story of the three products in the 
three sizes at new low prices. 


—The Canada Dry floor stand surrounds it- 
self with a quality atmosphere. It is a well 
designed unit, carefully planned and inter- 
esting in design. Below is a complete win- 
dow display, designed for the summer season. 
Both displays created by Brett Lithograph- 
ing Company, Long Island City, N. Y.— 
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DISPLAY WORLD 


—New Gottwald manne- 
quins for 1937 are shown 
in this portion of the 
showrooms of the Non- 
pareil Company, New 
York City, _ illustrated 
above. Nonpareil has the 
exclusive distributorship in 
this country for the cele- 
brated Vienna figures— 





New Display Association 
For Philadelphia 

A meeting was held Tuesday night, De- 
cember 22, by representatives of several 
Philadelphia display service companies and 
the heads of departments of firms operating 
their own service, with the purpose of form- 
ing a local display association. N. A. Bern- 
stein, Philadelphia Window Display Service, 
was elected temporary chairman and ap- 
pointed committees on by-laws, publicity, etc. 

The following men attended: F. P. Kane, 
T. J. Flanagan, Ketterlinus Lithographing 
Company; Bert Whittington, L. Cramer, S. 
Dector, and L. Cook, Schenley Distilleries ; 
R. Segal, Continental Distilling Company; 
A. Lybold, J. F. Doyle, J. V. McNichol, 
W. & A. Advertising Company; A. DeWolf, 
H. Frank, DeWolf Display Service; M. 
Segal, N. A. Bernstein, Philadelphia Win- 
dow Display Service. 

The cooperation and enthusiasm shown 
indicated that the new organization will soon 
be functioning capably. 





Rolland Pease Leaves 
Great Falls 

Rolland Pease, former president of the 
Great Falls (Mont.) Display Club has re- 
signed his position as manager of Hughes’ 
Apparel Shop to accept a position in Port- 
land, Ore. 


Goodsell Announces Improved 
Form Cover 

Guy C. Goodsell, nationally known manne- 
quin artist with studios at 3226 Euclid ave- 
nue, Cleveland, Ohio, has announced an im- 
proved Newtex display form cover for re- 
newing old garment forms, or for use over 
newer forms for protective purposes. The 
patented covers are made in sizes for chil- 
dren’s, juniors’, misses’, and women’s forms. 
Also announced is a new cover for renewing 
hosiery forms that may have become useless 
because of defects. 


John H. Peters 
Leaves Macy's 

For the past several years in charge of 
interior display at R. H. Macy & Co., Inc., 
New York City, John Henry Peters has 
resigned his position to become a director 
with the Hayden Company, decorators. Lee 
Allen, of Macy’s display staff, has taken over 
Peters’ former responsibilities. 


C. M. Rodgers Killed 
In Auto Accident 








C. WM. Rodgers, interior displayman for 
Lebeck’s, Nashville, Tenn., was killed De- 
cember 13 in an automobile accident. Rod- 


gers, formerly with the display department 
of Castner-Knott, is survived by his wife 
and three children. Burial took place at 
Toledo, Ohio. 
















—The attractive studio 
and showroom of Riechers 
Display Service, St. Louis, 
is one of the most out- 
to be found 
throughout the display in- 


dustry. The decorative 


standing 


treatment is in the mod- 


ern mode, following a 





scheme of silver 


and black— 


color 
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THE demand for faster, neater, better 
tacking methods, is being widely met with 
the Kling-Tite One-Hand Tacker. Sign 
and display men everywhere use it! 


MODERN! Eliminates tack-spitting. 
Self-contained. Holds strip of tackpoints, 


ready for instant, continual use. Auto- 
matic, one-hand operation. 
METHOD. determines results. That 


Kling-Tite is the ideal tacking method is 
evidenced by the quantity and quality 
of its work. 








Ask for Folder. 


A.L.HANSEN MFG.CO. 


T Kling-Tite jm 5041 BXoN [1a yi [olele N= 
CHICAGO, ILL. 
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r LEARN 
WINDOW DISPLAY 


CARD WRITING 
and ADVERTISING 

By Our 
HOME STUDY 
METHOD 
















EASY PAYMENTS 
Write for Catalog 


THE KOESTER SCHOOL 


300 W. Adams Chicage 










BLUE MIRROR SIGNS 


and other colors Mirror Plate Glass with raised 


CATALIN, Chrome-Faced, Metal Letters, all styles 


and sizes. 
PERSONALITY “CATALIN” SIGNS OUR SPE- 
CIALTY: Trade marks and names, scripts, per- 


sonal styles of lettering faithfully reproduced. 
Write for price list and catalog 


FIXMOBIL Display Art, 303 4th Ave.. WN. Y. C. 
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COROCRAFT 
PRODUCT 





The standard corrugated display 
material used by clever display- 
men everywhere 


@NEW LOWER PRICES 
@NEW DESIGNS 
@EXCLUSIVE MATERIALS 
FOR WINDOW and STORE DECORATION 


Write for complete information 
and new catalog 


WINDOW ADVERTISING, Inc. 


National Sales Agents 
175 Fifth Avenue, 











Room 702 New York 











A square foot of counter space is 


the most valuable real estate in the world; 
every inch of it must give the greatest mer- 
chandise publicity, display volume. The equip- 
ment to give that greatest display volume per 
unit space are the S-X Display Racks; and 
they keep the stock in neat order, give it a 
fresh appeal, make selection easy, save much 
time, last a lifetime. 





Write us for circulars etc. 
SYLVAN 
Specialty Shop 


552 W. Lake St. 
Chicago, Ill. 











sano ox COROBUFF! 


also 


GRAVEL CLOTH 


and 


GRASS CLOTH 


Write for Samples 


DIS-PLAY-WELL, Inc. 


23 East 22nd St. New York City 

















PHOTOGRAPHIC ENLARGEMENTS 


BLOWUPS 


From photographs or printed matter. For window 
and counter display. Mounted or unmounted. 


NEW YORK SOLAR PRINT CO. 


Since 1907 


30 Cooper Square New York City 








The Aristocrat of 
PRICE MARKERS 


Smart Interchangeable Metal 
Numerals and Letters 
Manufactured by 
Combination Produets Co. 


64-74 WEST 23RD ST. NEW YORK CITY 
*Actual Samples sent on request 











DISPLAY WORLD 


BRINGING THE MOUNTAIN 
TO THE PROPHET 
[Continued from page 37] 
the big cities. It supplants spotty selling 
with complete coverage. Dozens of inci- 
dental expenses are eliminated at one stroke. 

From the standpoint of sales showmanship, 
the commercial trailer offers tremendous pos- 
sibilities. Dramatic displays, artistic decora- 
tions, and special lighting effects can be 
combined to give the traveling showroom all 
the eye appeal and all the selling punch of 
the home establishment’s selling displays. 
And, finally, the exterior of the coach be- 
comes a -highly effective traveling outdoor 
poster. 

As time passes you will see a constantly 
increasing number of commercial display 
coaches. Their economic value is being 
proven daily. They are rapidly becoming an 
essential factor in American merchandising. 





ADVERTISERS AND 1937 DISPLAY 
[Continued from page 26] 


Mitchell Heinemann 
Vice-president, Jantzen Knitting Mills 
Portland, Ore. 

3riefly, we are convinced that any kind 
of national or local advertising is only partly 
effective, unless backed up with display ad- 
vertising at the point of distribution. Dis- 
play advertising is the perfect follow-through 
for all kinds of publicity. 





M. C. Williamson 
Advertising Manager, Bausch & Lomb Optical 
Company, Rochester, N. Y. 


It seems to me that no one can question 
the importance or value of adequate and 
appropriate display material at the point-of- 
sale, as a part of modern merchandising 
methods. National advertising may intrigue 
the prospect’s interest; radio may make him 
want it more; but displays say in no un- 
certain terms, “Here is where you get it.” 
It seems to be almost the final advertising 
link in our contact with prospective buyers. 

Of course, in the optical industry our prob- 
lems are somewhat different. While most 
manufacturers do endeavor, to a certain ex- 
tent, to induce patients to ask for their 
products by name, it is generally recognized 
by the industry at large that an even more 
important need is the job of selling eye- 
sight conservation; a secondary theme that 
is emphasized almost as much is the beauty 
and attractiveness of modern eye-wear. You 
will find most optical display material aimed 
in these two directions. 

We consider displays an important part 
of our promotional plan, but for obvious 
reasons our displays must not be of a com- 
mercial character, but rather designed to 
appeal to the ethical, professional type of 
accounts whom we serve. 


Theodore Marvin 
Advertising Manager, Hercules Powder Company, 
Inc., Wilmington, Del. 


Our need for display is limited. We do 
use booth displays at chemical expositions 
and find that phase of advertising beneficial 
in extending information about various 


chemical products. 
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For more than 20 years Mc- 
haram has rendered better 
service to an ever growing 
army of displaymen through- 
N. Y. Adivess out America. Maharam hes 
180 Soe achieved distinction as a de- 
e pendable source of supply 

for the window man who is 





Note our new 


SAMPLES constantly on the alert for 
on REQUEST that something new and di- 
ferent that can be counted 

e 


on to get, and hold, atten- 


“Everything tion. Maharam has earned 


For the right to be called "The 
Display” 


House of Service." 





N. Y.—130 W. 46th St. 
Chicago, 6 E. Lake St. 
Boston St. Louis (DeSoto Hotel) Cleveland Detroit 





Lester D. Morse 
Advertising Manager, W. L. Douglas Shoe 
Company, Brockton, Mass. 

The general function of a good window 
display is to make folks want what is in it. 
Some backgrounds are so elaborate that they 
steal attention from the merchandise shown, 
while others are so dead and unattractive 
that the passersby do not even stop to look. 
Putting “sell” into a window display re- 
quires a lot of careful thought and planning. 

Enlargements of actual photographs are 
unquestionably gaining favor generally. 
When coupled with attractive, well-balanced 
displays of merchandise, they make possible 
interesting, eye-catching windows. 





J. T. Chord Leaves 
Goldblatt's 


J. T. Chord, director of display for Gold- 
blatt Brothers’ State street store, Chicago, 
has resigned. His future plans have not yet 
been revealed. Before joining the Davis 
Store as display manager, in which position 
he was retained when the establishment was 
purchased by Goldblatt’s, Chord was with 
the display division of Montgomery Ward 
& Co., Chicago. Prior to that time he was 
editor of DISPLAY WORLD and display 
manager for the J. C. Penney Company, New 
York City. 





Mallonee Wins 
Contest 

E. N. Mallonee, Bon Marche, Ashevi le, 
N. C., was recently awarded first prize in 
a Quaker lace display contest. 
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PRODUCERS AND 1937 DISPLAY 
[Continued from page 13] 


C. N. Reed 
Niagara Lithograph Company, Buffalo 

\\here does a merchant sell his merchan- 
dise? The simple, obvious answer is—in his 
store. To whom does he sell the merchan- 
dise? Again the simple answer—to his 
customers. He can’t do this unless the cus- 
tomers come into his store. 
How to persuade them to come in? At- 
tention value window display linking news- 
pap:r, radio, magazine, and other publicity 
wit! the merchant who has the merchandise 
for sale is a very important link in the 
publicity chain. Without it all other media 
sufi. r in their merchandising value and sales 
dim:nish. Intelligent research demonstrates 
beyond question that one of the valuable, 
if not the most valuable, forms of publicity 
at tlle point-of-sale is a properly designed 
window display. 





Edward R. Kresy 


Vice-president, Consolidated Lithograph Corp. 
Brooklyn 

The trend of window and store display ad- 
vertising is definitely on the upward grade and 
if the past few years are any guide at all the 
condition will continue to improve in the 
display field during the next year. 

Advertising appropriations of a_ great 
many advertisers now carry a definite item 
under the heading of display; no longer is 
it hidden under “miscellaneous” at the tail- 
end of an appropriation. 

These activities can mean only one thing 
and that is more and better display business 
in 1937. 





Leo H. Fuller 

Leo H. Fuller, Inc., Long Island City, N. Y. 

The very essence of display is promotion. 
To preach this means to apply it in prac- 
tice. The future of display for the enter- 
prising business house lies in extending this 
medium’s influence; in making its import 
felt to a continually greater degree. This 
calls for a keener perception and appre- 
ciation of new display values and their uses, 
interpreted in the form of new effects, new 
color possibilities, a greater, bolder free- 
dom in the employment of art and design; 
all this as distinguished from the hackneyed 
type which may otherwise have character- 
ized promotional display activity for a 
given product. This makes for progress. 
And the field of progress is display’s nat- 
ural stamping-ground, one where creative 
talent and experience can make themselves 
feel well at home. 





E. David Zipprodt 
Zipprodt, Inc., Chicago 

The window display survey which is under 
Way, soon to be finished, will prove to many 
“doubting Thomas’s” in the executive field 
that window display is one of the most im- 
portant advertising mediums and a necessary 
link in every successful merchandising cam- 
Paign. The more aggressive advertising and 
sales managers of organizations doing na- 
tional advertising already realize this and 
therefore a great deal more display material 


wil! be produced in 1937 than in previous 
years, 


DISPLAY 











Renews 


Old Forms 
co 
Keeps 


New Forms 


New 





GARMENT and HOSIERY 


ORM COVERS 


A NEW, BEAUTIFUL, VELVETY 
r SMOOTH SURFACE OVER YOUR 
k PRESENT FORMS IN TWO SECONDS 








Completely conceals all 
cracks, nicks and blemishes 


e@SMART eSEAMLESS e@WASHABLE 
eDURABLE e@ INEXPENSIVE 





* KS 
Consult your Jobber or 
write for descriptive folders 

C-7 and prices, direct to— 


a SA. Guy c. GOODSELL 
| a) | ——studios —— 
= > | | | 3226 Euclid Ave. Cleveland, Ohio 






































The pulling power of 
ELECTRIC COLOR BLENDING 
Will Bring Results in 


SIGNS and DISPLAY 


For complete booklet, descriptive and instructive, write 


-COLORFLEX CORPORATION, Hammond, Ind. 
for your copy. 














Use 


WINDOWPHANIE 
VALANCES 


For Decoration 
and Economy 


You can get attractive 
valances for less money 


The Fountain Air Brush 


The AirBrush of the Particular Artist 






IT ATTRACTS 











The World’s Standard Air Brush for 


Over 40 Years by using WINDOWPHANIE. There are nu- 
Easy to handle and keep in order. merous designs giving carved glass effects. 
Send for Catalog No. 52D Material goes directly on window. No dust or 
breakage. Write for illustrated catalogue and 

THAYER & CHANDLER free samples. 
910 W. Van Buren St. Chicago, Ill. D. W. MALZ, 65 Fifth Ave., New York City 























« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 
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DISPLAYMEN AND 1937 DISPLAY 
[Continued from page 9] 


featured in the past few years are becoming 
more conservative—yet holding to dynamic 
symmetry, as is evidenced by the architec- 
tural plans which were prize winners in the 
World’s Fair contest—one of which was won 
by one of New York City’s leading display 
designers. 

Windows will also be styled upward to 
meet the onrushing demand for luxury prod- 
ucts that is sweeping the country, due to the 
widespread distribution of bonuses, extra 
dividends, and general rise of wages and 
salaries and to satisfy the millions of people 
who have stifled their desires for the past 
five or six years, in now securing the vast 
number of necessities and luxuries that they 
have yearned for. 





Dick Peterson 


P. A. Meyer & Sons, Erie, Pa. 


“Display marches on.” Compare your 
windows of today with those of a few years 
back. Compare your interiors with those of 
yesterday. Display does march on. There 
are two ills which have hindered further 
progress and we should set out to correct 
them in ’37. They are, first, the inadequate 
display budget; second, insufficient author- 
ity. With these two discrepancies corrected, 
display will march on to a new high in 1937. 





T. H. Topper 
Charles H. Bear & Co., York, Pa. 


In its present state of development, no 
sensible person can deny the power of dis- 
play; and the potential possibilities of in- 
creasing sales with display as conditions im- 
prove. What, then, must display executives 
do to get for their firms the business they 
deserve: 

These things must be done: the customer 
must be convinced that she wants Smith’s 
merchandise, not only because of price, but 
because her desire for the articles shown 
overcomes the price question. If the mer- 


DISPLAY WORLD 


chandise flatters her, make her proud, and 
fashion-right, or happy, then price will take 
care of itself. 

Display executives will do this with clean- 
cut, neat, forceful, aggressive presentation 
of merchandise in-the better times before us. 





A. J. Roeder 

The Wm. H. Block Company, Indianapolis 

With the apparent up-trend of business, I 
am quite confident that 1937 holds more pos- 
sibilities than a great many of its preceding 
years. Gradually, thoroughly experienced 
displaymen and well-trained assistants are 
coming into demand. Their ability is con- 
stantly on display in windows and interiors. 

The public as well as executives are realiz- 
ing our struggle for our place in the sun. 
Our displays work day and night and are 
at all times open to criticism. We must 
feature merchandise according to style, price, 
and season. And so we must stop, think, and 
plan. 





Donald E. Springer 
Levy's, Jacksonville, Fla. 

To the young man entering the display 
profession, or the veteran of years of expe- 
rience, the rewards for one’s efforts and 
numerous inherited responsibilities will be 
far greater in the future to those affiliated 
with the International Association of Dis- 
play Men. 

Under the able leadership of President 
Glee Stocker and his officers, the I. A. D. M. 
has developed strength and power and pres- 
tige for the benefit of its members—the men 
who are forging ahead into the future, fully 
equipped to meet the requirements of a pro- 
gressive profession. 





Emil Newdold 
The Grand Leader, Fort Wayne, Ind. 

In 1937 I believe the displayman will work 
closer with the rest of the executive staff, 
which is bound to bring better results. Also 
there will be more money spent on interior 
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Christmas Decorations 
FOR SALE 


Complete units for 46 posts used 
first time this Christmas — Silver 
and Red. Will submit sketches or 
samples. Real bargain. Address 


A. ROEDER 
Care of THE WM. H. BLOCK CO. 
Indianapolis, Ind. 





DISPLAYS, EXHIBITS, AND SIGNS 


elegantly lettered in the prevailing lettering 
modes with our letter patterns and pattern 
blanks at a remarkable saving in time. Twenty 
modern styles in many sizes. Samples and 
literature. 

DISPLAY-LETTERS CoO. 
P. O. Box 235-G New York City 











DISPLAYMAN WANTED 

Specialty store, having more than one-half 
block window space, desires the services of an 
A-1 display manager. One capable of mer- 
chandising these windows attractively and 
neatly. Man must be alert and capable of 
directing his department in a very business- 
like manner. 


Box “R. H. W.,” Care DISPLAY WORLD 








POSITION WANTED 


Window trimmer and sign writer. Ten years’ 
display work experience in department store. 
Open to position in any part of the United 


States. 
NAT HOLT 


324 South Central Ave. Columbus, Ohio 








WANT ADS 


Of all kinds, eligible for the Opportunity Ex- 
change. Only $2.00 per inch, cash with order. 
Forms for February issue close February 9. 











January, 1937 


decorations and window display than ever 
before. The window displays will be very 
plain, and “speedy.” 

Window displays should be checked with 
the department managers to see if they are 
actually producing. 

The I. A. D. M. membership should te 
greater this coming year than before, since 
it offers its members such a splendid live 
insurance policy. 





E. Dudley Pierce 
Sibley, Lindsay & Curr Company, Rochester, N. Y. 


How does one know what to predict for 
display in 1937? As after this past election 
most anything can happen, whether it be :n 
display, business, or politics, I certainly be- 
lieve that the time is come for a very thor- 
ough dramatization of merchandise, both ‘n 
the store as well as in the windows. There 
should be adequate copy on the signs so that 
the merchandise practically sells itself. I 
also feel that the young men who are break- 
ing into the display field today will have 
the greatest opportunity of their lives during 
the next few years to work themselves into 
real positions, as I am quite positive that 
the retail merchant is beginning to realize 
that display is equally important and lends 
more to the prestige of the store than news- 
paper advertising does itself. Most certainly, 
display where design, color, and style enter 
into the merchandise, properly presented has 
a very direct appeal to the purchaser. 

To the young men who are just coming 
into the display profession—won’t you please 
remember that there is more than simply 
putting merchandise into tee window. One 
must have vision and foresight, properly 
thought out and well constructed ideas, and 
the business ability properly to display 
them. Be able to give your reasons for such 
display, and the small cost compared to ad- 
vertising to your firm. This will develop 
good thinking. Be positive .in all your ef- 
forts, and I am sure you will get along. 





Joe Maharam Returns 
From Tropics 

Joseph Maharam, Maharam Fabrics, Inc., 
130 West Forty-sixth street, New York City, 
returned recently on the S. S. Berengaria 
from the West Indies and the Bahamas, 
where he spent some time in a quest for new 
ideas for the products handled by his com- 
pany. Joe now has a fine mid-summer tan, 
an abundance of good health, and is ready 
for a busy spring season. 

One of the new developments at Maharam 
Fabrics is the announcement of the addition 
to their line of a special wall board in vari- 
ous plys, stocked at their warehouse for im- 
mediate delivery, and sold under their own 
brand name. This product was especially 
manufactured for the display field and aug- 
ments their line of decorative papers, foils, 
fabrics, cut-out letters, moulding, and gen- 
eral supplies. 





Frank M. Seamans Joins 
Consolidated. 


Frank M. Seamans, for many years an 
executive of the United States Printing & 
Lithographing Company, has joined the Con- 
solidated Lithographing Corporation, Bro k- 
lyn, N. Y., as vice-president. 
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Display 
World 


Display’s Great Monthly Digest 


ERVICE BUREAU 


DISPLAY WORLD 


E. C. Beason 
Bacon's, Louisville 

The majority of displaymen have gone for- 
ward in 1936, but the outlook for 1937, due 
to a brighter looking future and the trend 
towards things better, will inspire the pro- 
gressive displayman to do things in a much 
more forward manner than in 1936. 

I, for one, believe the depression has done 
some of us displaymen good; it has, for one 
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EXCELS FOR DISPLAY 


Use the best—insist on 


ACADIA BRAND 


fhe DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
ton about anything in the display line in 
iich you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
irself of our service facilities without cost 


thing, made better merchants out of us. We 
try to run our departments on a more profit- 
able system. We should continue to do that 
even though we must spend more money in 
order to bring our displays up to a modern age. 
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O00 





ybligation. This service includes an analysis 
any display problem. 


(] Air Brushes 

() Airpainting Equipment 
(] Animated Signs 

() Artificial Flowers 

() Artificial Snow 

() Backgrounds 

() Background Coverings 
L) Booths and Floats 

CL) Brushes and Pens 

CL) Cabinets—Revolving 
(] Card & Mat Board 

(] Cardwriters’ Materials 
(J Color Lighting 

[_] Crepe Papers 

(J Cut-out Letters 

[] Cutting Machines 

CL] Decorative Papers 

(CJ Decalcomania 

[] Display Furniture 

(] Display Forms 

CL] Display Racks 

(J Drawing Boards 

LC] Enlarging Projectors 
(] Exhibit Displays 


Metal Sheets 
Millinery Heads 
Motion Displays 

CL] Motion Mechanisms 
C] Natural Foliage 

[] Pageants & Exhibits 
CL) Plaques (Window) 

() Paper Mache Specialties 
C] Photographic Blowups 
] Plastic and Composition Pieces 
CL] Plushes and Velours 
L] Price Cards—Tickets 
] Price Ticket Holders 
(] Reflectors 

CL] Sale Banners 

(] Socks—Window 

L] Show Cards 

() Show Card Supplies 
() Show Cases 

(] Show Case Lighting 
_] Signs—Card Holders 
_] Signs—Brass—Bronze 
(] Signs—Electric 

(] Sleeve Forms 

C] Stencil Outfits 

) Stock Posters 

[] Store Designing 





The depression has brought some of the 
big shots down to earth and made display- 
men out of them, plus their ability to be a 
good executive—1937 will be just what the 
individual displayman makes of it. He must 
bear in mind that we are out of the depres- 
sion now and that the progressive store 
owner does not expect him to be satisfied 
with 1936 results and in order to beat last 
year’s showing he expects his displayman to 
keep pace with the march of better condi- 
tions for all of us. 





Robert A. Campbell 
Evansville Dry Goods Company, Evansville 
Here’s a new axiom: “If you don’t display 
your business, the sheriff will!” 
Retail executives in both independent and 
chain stores respect display and stress win- 


Display is the life and breath of retailing. 
Picture, if you can, any store without it. 
With the great new trend in modernization 
and lighting, we at last have the proper 
settings. Displaymen in 1937 have their 
greatest opportunity for the advancement of 
display and themselves. Concrete display 
plans can now be afforded—the means are 
at your command. 


(] Fabrics and Trimmings OQ 
Mt Siam ena . dow and interior promotion more each day. MANNE UINS 
5 — You have seen the recent growth of display A new and complete line of flexible 
et ee “ and the advancement of displaymen in your and rigid models. 

nvisible Glass ; ; : 

locality as I have in mine. 

C) Lacquering Outfits ah : : ; ° ee . . 
EF] Lamp Coloring Whether you trim light or heavy, nice or The choice of discriminating display 
Hl tdbemioned Diners forceful, depends wholly upon your type of men and retailers. 
O — store, the merchandise you carry, and the Factory and Showroom Now Located at 
: —oe customer response in your locality. 
O 
O 


Hollander Display Contest 
Won by James Hughes 

First prize of $100 in the nation-wide win- 
dow display contest sponsored by A. Hol- 
lander & Son has been awarded to James J. 
Hughes, E. W. Edwards & Son, Buffalo, 
N. Y. Second prize of $50 was won by 
George H. Wagner, George B. Peck Com- 


The choice of leading displaymen for 
background coverings, floor coverings, en- 
semble panels, poster panels, cutout 
letters and applique effects. Over 90 
colors carried in stock—edges do not fray 
—can be furnished in cut lengths. 


WESTERN FELT WORKS 


Main Office and Mill 
4131 Ogden Ave. Chicago, Ill. 
BRANCHES AND STOCKS CARRIED 
42-44 East 20th St., New York 
725 So. Los Angeles St., Los Angeles 
1239 Howard Street, San Francisco 
203 Lowman Bldg., Seattle 


MILEO 








7 West 36th Street, near Fifth Avenue 
New York City 








You spend good 
money for adver- 


pesos tising cutouts or 
ee EASELS counter merchan- 


dise displays. It 
is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
live your display card. Write for samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 














> 


“Serving the Display Profession’ 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


38 W. 38th Street New York City 








Le gue Fronts pany, Kansas City, Mo., while the third Telephone: Wisconsin 7-4887 
5 ar Butiehes award of $25 went to A. Claire Balmer, 

T ‘ree © %e . 4 > at j ar + 
C] Turntables Greenblatt’s, South Bend, Ind. Similar when in need of 


[] Valances 

() Wall Board 

[] Window Drapes 
CL] Window Lighting 
[) Wood Carvings 


Do you wish a copy of their catalog? 
Do you plan to remodel your store soon? 
Do you plan to build a store soon? 


MAIL TO 
The DISPLAY WORLD 


CINCINNATI, OHIO 


ete ee ee oe oe oe oo oh 2 
Pitty... ..: 
Display Manager 


| 


SHAE: . oos6 ces 








prizes were won by the fur buyers for each 
store. 

The following were winners of $15 each 
for places ranging from fourth to thirteenth: 
Frank Early, Gilchrist Company, Boston, 
Mass.; A. W. Waldron, Loeser’s, Brooklyn, 
N. Y.; Karl Kneis, Stix, Baer & Fuller, St. 
Louis, Mo.; Landon’s, Dubuque, Iowa; L. 
Sparrow, W. H. Wright Company, Ogden, 
Utah; Resnick’s, Binghamton, N. Y.; Lew- 
in’s Fashion Shop, Wichita, Kans.; R. W. 
Swift, Frank’s, Fort Wayne, Ind.; D. F. Ste- 
gall, Willard’s, Marshalltown, Iowa, and 
Richard A. Staines, Vandever Dry Goods 
Company, Tulsa, Okla. 


FANCY PAPERS 


plain, printed, corrugated, coated and all display ac- 
cessor:es, address your inquiry to our new address. 


JOSEPH E. PODGOR CO., INC. 
618 Market St. Philadelphia, Pa. 


V0 lack Cater Vint 


BUFFALO, NY. 





POSTERS- CARDS 




















Ne CLC Ie A NAN 
JOBBERS-- 
1937 Is In? 


The new silhouette bodies featuring square 
shoulders and high bust is one of the most 
important developments in the 1937 Spring 
Season line of Masso Mannequins. 


One more new development will be our 
new artistic figure which will be ready for 
next month. This figure will retail for 
$100.00 There is nothing smarter in the 
market. Those who know distinction will 
prefer our new Aristocratic Figure. It will 
be made both with silk wig and molded 
hair. 


We also have lower priced figures for the 
stores which want the more economical 
prices. 


FELIX MASSO 


215 West 20th St. New York City 


bis gyeod Wa 


Motor 















Light 
enourh to mount 
_ on ordinary card— 
vettically or horizontally— 
with eyelet or staple. 
Weighs 10 ounces. Plugs 
into light socket—no bat- 
teries.to run down, no 
radio interference, no trans- 
former. Cool running. Speeds 
3. 5, 8, 15 or 25 r.p.m. This is 
the unit that is running na- 
tionally distributed displays. 





A complete line of dependable 
motors and mechanisms. 


$1.10 in thousand lots 


SpeedWay Mfg. Co. 
1839 S. 52nd Ave. CICERO, ILL. 















ARTISTIC DISPLAY MFG. CO. 


301 West 54th St. 
New York 


Direct mfrs. 
oI— 









All styles, 
metal faced, 
metal-covered, catalin 
letters, colored mirror back- 
grounds. Engraved and em- 

bossed glass signs at moderate prices. 
Write for quotations. 


CUT-OUT LETTERS for DISPLAY WORK 


3/32 to 1 inch or more in thickness 
IN MANY BEAUTIFUL FINISHES 


Kes, More Beautiful 
IN and Less Expen- 
sive than Hand 

COMPANY Cut Letters. 


Write for Samples and Price List 
Display & Sign Materials 
BRIDGEPORT, CONNECTICUT 


THE RAY SCHOOLS 
COURSES IN WINDOW AND STORE 
DISPLAY e SHOW CARD WRITING 
ADVERTISING COPY AND LAYOUT 
STYLING ® COLOR e MERCHANDISING 


Personal Training @ Individual Advancement 
116 S. Michigan Blvd. @ Chicago @ Dept. DW 

















DISPLAY WORLD 





1936 Business Up 12% 
Over 1935 

Registering a gain of approximately 12 
per cent over 1935, combined sales of de- 
partment, dry goods, and women’s apparel 
stores in the United States moved upward 
in 1936 for the third consecutive year, and 
attained a figure indicated at $5,900,000,000 
for the year on the basis of census of distri- 
bution figures for 1935. 

This was revealed January 13 by Channing 
E. Sweitzer, managing director, National 
Retail Dry Goods Association, in releasing 
the flash report on 1936 business made by 
the Controllers’ Congress of the N. R. D. 
G. A. The report contains the first informa- 
tion on the year’s results, based on actual 
reports from stores, that has been made 
available to date. The types of retail stores 
furnishing the statistical information ordi- 
narily account for 20 per cent of the nation’s 
total retail trade. 

The gain reported for last year indicates 
that the sales of the types of stores included 
in the survey were within approximately 18 
per cent of the high sales volume obtained 
in 1929. Compared with the year 1933, which 
was the low point of the depression period, 
the last twelve months showed a gain of 
37 per cent. 





Triple Cities Club 
Organized 

3ruce Alexander, Fowler, Dick & Walker, 
Binghamton, N. Y., has been actively organ- 
izing a new display club which will include 


members from Binghamton, Johnson, and 
Endicott, N. Y. The club will be known 
as the Triple Cities Display Association. 


3ruce has always been well known for his 
participation in anything which would ad- 
vance display, and his work in the formation 
of the new clvb comes as no surprise to his 
friends. The Triple Cities group has already 
filed ten applications for membership with 
the headquarters of the International Asso- 
ciation of Display Men, and six more are 
pending. 





Detroit Display Club 
Elects Officers 
The annual 


election of officers for the 


Detroit Display Club was held Monday, 
January 4. Walter H. Grover, The J. L. 
Hudson Company, was elected president. 


Believing that having several vice-presidents, 
each with fixed responsibility for some divi- 
sion of club activity, would be to the organ- 
ization’s best interest, the following men 
were named vice-presidents: H. W. Weaver, 
F. G. Clayton & Co., in charge of programs; 
Don Ferguson, S. L. Bird & Sons, social and 
entertainment; Charles Ely, Ely Display 
Service, membership; R. D. Johnson, The J. 
L. Hudson Company, publicity. 





Expect Early Announcement 
Of Convention Plans 

Although no formal disclosure has been 
made of the plans for the International 
Association of Display Men convention to 
be held at the Hotel Sherman, Chicago, 
August 1 to 5, it is expected that the pro- 
posed program of events will be announced 
in the near future. Tentative plans indicate 
that the convention will be outstanding. 





January, 1937 


W. B. Hampton Establishes 
New Display Firm 

W. B. Hampton, formerly with Scene-in- 
Action Advertising Company and the W. J. 
Rankin Corporation, has announced the for- 
mation of his own firm, the Display Corpo- 
ration of America, 230 East Ohio street, 
Chicago. The organization will specialize in 
animated and static displays. 





Philadeiphia Firm 
In New Home 

The Krimme Advertising Display Com 
pany, Philadelphia, has announced the open 
ing of new and larger quarters at 531 Chest- 
nut street. The reception room and offices 
are ultra-modern in design, utilizing stream 
lined furniture, indirect lighting, and mural: 
for a very impressive effect. 
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